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A pound of raw 
steel which may be 
purchased for a few 
cents becomes worth 
$128,000 when made 
into hair springs for 
watches, 


Quality as well as 
Quantity 


COMFORT is not 
in the “Raw Steel” 
class of publications, 








but with nearly one 





and one-quarter million 





| subscribers and over 
six million readers it leads the procession in the “Hair Spring” 
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HM See or write any general advertising agent for space, or address  # Jt 


W. H. GANNETT, Publisher, 
AUGUSTA, MAINE. 


New York: 
Tribune Building. 


Chicago; 
Marquette Building, 


Boston: 
John Hancock Building. 
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ADVICE TO BUDDING AD- 
WRITERS. 
By Wolstan Dixey. 

A young man writes me from Day- 
ton, Wash., who is a type of hundreds 
of young men to-day who will be the 
business men and shape the advertising 
methods of the next generation. For 
this reason it seems as if his letter and 
the right answer to it would not be out 
of place in PRINTERS’ INK. He says: 

I have read Printers’ Ink forthe past year 
or more, and have become interested in the 
aiwriting business. I do think I could beat 
some of these country advertisers. I have 
written quite a good many ads for i imaginary 
houses just for practice, but then I want 
something a little more real. What had I 
better do? Tiy and write for some house 
here or begin away from home where | am 
not known? Borrow a thousand dollars and 
start a country syndicate, or get the idea out 
of my head? Can't you give me an idea? 
Perhaps all I need is a start or a damper. 

The very first idea that an advertis- 
ing writer ought to get thoroughly 
fixed into his head is that advertising 
is practical. There is nothing imagin- 
ary about it whatever. It has to do 
with actual facts right here and now. 
It must talk about goods and business 
that are immedistely in hand. It must 
talk to people that are right in sight. 
it must deal with conditions that are 
on top at this particular minute. 

Learn about business. Get familiar 
with the people who buy and sell, and 
with the goods that are bought and 
sold. Don’t let the idea run away with 
you that you can shut yourself up in a 
corner somewhere and think out bright 
and funny things about imaginary 
things; and in that way produce good 
advertising. 

But go right into a store, a factory 
or an office and find out how things are 
sold; how they are made and how 
business is carried on. 

Or go out on the road with a grip in 
your hand and tackle some of the men 
who are chuck full of objections and 
who are being tackled a dozen times a 
day by other men bigger than you are, 
all trying to sell them the same goods. 

Hitch -yourself on to the advertising 
department of a newspaper or maga- 
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zine if they will let you, and try to sell 
some of their space. In fact, stack up 
against the hard, practical, every-day 
game of buying and selling in the face 
of competition and opposition, argu- 
ments, prejudice and indifference. 

Talk to people on the streetor in the 
shops or on their farms. Mix well 
with the crowd, find out what they are 
talking and thinking about, what they 
believe, what they are ready to believe, 
and the things they don't believe and 
won’t have at any price. 

All this knowing goods, knowing 
business and people is the way to learn 
advertisement writing. ‘Then write ad- 
vertisements about these same goods 
that you have seen and handled and 
pulled to pieces, to just these peopie 
that you have talked and laughed, eaten, 
drank and argued with. 

The only way to produce good adver- 
tising is to talk live facts to live people. 

Get into one good business if you 
can. Learn all you can about it. 
Get interested in it. Soak your mind 
in all its details and technicalities. 
Then when you come to write pitch the 
details out the window and put down 
the main points, the strong points, the 
things that buying people want to know. 

Put spirit and life and enthusiasm 
into it. If there is any business you 
can’t become enthusiastic about there 
is something the matter with it or you. 

This young man wants to know how 
to begin and where to begin. Itis a 
curious paradox, this starting in busi- 
ness. You can’t doathing until you 
have learned to do it and the only way 
to learn is to doit. So there you are. 
It is the old question of hen or egg. 

Begin somewhere, but begin now. 
Break in wherever you can and write 
ads for some practical business as good 
as you can write them until you learn 
to write them as they ought to be. 

. But throw overboard from the very 
start every attempt to say funny things 
or smart things, or to get up strange, 
peculiar phrases and startling, gro- 
tesque effects. 

Don’t set up your advertising ideal 
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like a circus clown holds up a paper 
hoop, as if it was something: to turn a 
back somersault through. You don’t 
want sayings and pictures and type- 
twisting effects just to make people 
laugh. You want plain, pleasant, easy, 
straightforward, convincing talk that 
will make people come up ane buy. 


COMPETITION AMONG AGENCIES. 


A large advertiser writes us that 
‘advertising is worth to'the advertiser 
who knows what he wants only the 
lowest price for which it can be pur- 
chased from an agent or publisher ;” 
and right here we may say that it is 
upon those words, ‘‘who knows what 
he wants,” that the whole matter 
hinges. How many advertisers really 
know what they want? How many 
can make up a list of the papers best 
suited to their business? How many 
know how to get up a good advertise- 
ment? How many are there who have 
not some pet hobby and can not be 
argued or flattered into using publica- 
tions that common sense ought to tell 
them are unsuited to their particular 
business. Taking it for granted, there- 
fore, that few advertisers really know 
what they want in the way of adver- 
tising, and recognizing the fact as well 
that fully 75 per ceat of the entire 
advertising of this country is placed 
through agents, let us see what the 
effects of competition are so far as the 
advertiser is concerned. We will take 
as an illustration a case which oc- 
curred some months ago. An adver- 
tiser desiring to place acontract, made 
up his mind that he would get it as 
cheap as he could. He requested es- 
timates from four or five agents, and 
each agent of course was anxious to 
get the order. They knew that price 
was the only consideration, and figured 
accordingly. The agent who secured 
the order took it practically at cost, or, 
figuring that it would cost 5 per cent 
to execute the order, he paid a pre- 
mium of § per cent for the privilege 
of placing the advertising. This is 
fact, not theory, and just about amounts 
to working for nothing and buying 
your own clothes. Some advertisers 
perhaps will believe that this is not a 
true statement, and yet men who are 
experienced know that this is but one 
of many similar occurrences. But 
why, advertisers ask, will agents do 
this? They do it because they expect 
that the advertiser will place additional 
orders, and expect and intend to make 


him pay well on such orders. Several 
years ago advertisers were not familiar 
with these tactics and the agents were 
able to realize good profits on the sec- 
ond ordeis, but somehow or other 
nowadays advertisers have a knack of 
making up their minds just how much 
advertising they will do for the year, 
in what papers and what space, and 
then when the agent takes the order 
‘*ata large discount’’ he finds there is 
no opportunity to get additional orders 
and swallows his bitter pill very un- 
graciously. — Advertising Experience. 





PUBLISHERS’ ADVERTISING. 

The amount of circular matter received 
daily from publishers is an intolerable nui- 
sance. When it comes unsealed it is an easy 
matter to place it where it belongs—in the 
waste paper basket; but it tries one’s pa- 
tience when sealed, and under the guise of a 
communication takes up time worth a good 
many dollars. Publishers set a mighty bad 
example in sending out ci.culars, mp they 
could for one-tenth the cost reach the cream 
of the trade through publications exclusivel 
devoted to the interests of eheemioae.— Ae 
tertisers’ Guide, New Market, N. F. 


Mrs. J. Benson 


v.& C A. Bidg. 


SHIRT WAISTS 


Our stock of Bbirt Walste this spring 
is just what people want 

‘They are not too dark, nor too light: 
too thick, mor too thip, “bet new and 
bendsome patteras jaide, Btripes: 
and Solid Colors. 

A large and beadsome arsdriment ot 


506, 75¢, $1.00, $1.25 $r.50, 
gh 75 $2.00, $2 25 apd $2.87. 


White Piques. ...4...., «p++ ++$1,00 up to #5 
Silk Waists, from ., coc seepowed $3-75-ap to 6B 50 



































Marching! Marching! 

_ But you can't go to war without @ pair of our 350° 
Shoes—and we are showing the strofigest’ line ‘of 
Boys’ Tans.in.town, 23 -to 5%, 62.00; s33-tes,,. 
$1.75: Your interest to look us up. 
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AN anonymous correspondent of PrinTERS’ 
Ink clips oo the Omaha World-Herald of 
April 26th the advertisements of which 
greatly reduced reproductions are here given, 
and asks whether it ‘* doesn’t seem singular 
that two ads should come together and make 
a complete figure.’’ It does seem curious, 
but not more curious than the figure itself, 


SORES? 
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A newspaper man 
who tlinks his news- 
paper should carrymore 
School advertising than 
it does must have some reason in his mind — some 
cause for thinking as he does. If that cause is strong 
enough, and good enough, and real enough to con- 
vince him it will convince others if they can hear or 
read about it. 

Every man who believes what he is saying finds be- 
lievers. It is the man who is talking what he don't 
believe who fails to exert an influence. 

If your paper really ought to have more School ad- 
vertising you should tell the reason why in PRINTERS’ 
INK, in the School edition, the edition for Wednesday, 
May 25th. 

Copy must be in hand not later than Wednesday, 
May 18th. 


Be 
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TRADE-MARKS IN THE PATENT 
OFFICE, 
By Davis & Davis, Washington, D. C. 

Under the common law, as is well 
known, the owner and propiietor of a 
trade-mark is entitled to the exclusive 
- use thereof, the courts affording him a 
remedy for infringement not only by 
awarding him damages but also by in- 
junction against further use by the in- 
fringer. Registration in the Patent 
Office, therefore, is not absolutely nec- 
essary to perfect one’s right to a trade- 
mark, although it possesses certain im- 
portant advantages of which ‘ew mer- 
chants are aware, but which all owners 
of valuable marks will appreciate. 

In the first place registration ia the 
Patent Office is prima facie evidence of 
ownership, thereby throwing the bur- 
den of disproving title upon the person 
denying the same. The advantage of 
being on the defensive in a priority 
contest will be readily appreciated. 
Again, the United States (Federal) 
Courts have original and appellate 
jurisdiction in actions for the infringe- 
ment of registered trade-marks with- 
out regard to the amount in contro- 
versy, an advantage that at times is 
exceedingly important, and will be fully 
appreciated by lawyers. And, fur- 
thermore, some foreign countries re- 
quire registration in this country before 
granting protection there. 

Not all trade-marks, as is well 
known, are capable of exclusive ap- 
propriation. The general rule is that 
the word or symbol used as a mark 
be arbitrary, that is, not descriptive 
of the article. For instance, ‘‘ des- 
sicated,”’~*‘ granulated,’’ ‘‘ dried ” and 
similar words are not good trade- 
marks because descriptive. Such 
words, however, as ‘‘Ideal,”’ ‘‘ Eu- 
reka,” ‘‘ Boss,” etc., are good marks, 
although indicative of a desirable 
quality. However, it is impossible 
to lay down a comprehensive rule, 
as each case must be decided on its 
own merits. 

The Government fee for registration 
is $25, and the protection runs 30 years 
and may be extended for a like period. 

We are satisfied that but few mer- 
chants appreciate, until too late, the 
advantage of registering their marks in 
foreign countries. Perhaps the value 
of foreign registration will be best un- 
derstood from a quotation from the 
Commissioner of Patent’s report forthe 
year ending December 31, 1897: 

The importance of having trade-mar's pro- 
tected, and in many countries registration is 
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necessary to protection, has been forcibly 
impressed upon American manufacturers 
who, sending their goods into some foreign 
country, have found the very trade-mark 
which has become of value to them registered 
in thet country by some citizen of that coun- 
try who made application for registration for 
no other purpose than to enable him to de- 
mand of the American manufacturer a price 
for the right to se!l goods marked with that 
trade-mark inthat country. As in a number 
of European countries registration of a trade- 
mark is attributive of prope’ty insuch mark, 
and is granted, not to the first adopter and 
user of the mark, but to the first applicant 
for registration, and as in these countries the 
registrant can, urder the laws there in force, 
forbid the importation of goods marked with 
the trade-mark registered by him, or even 
compel the seizure of such goods, it is evi- 
dent that such registrant has the manufac;- 
urer who is the rightful owner of the mark 
completcly at his mercy, so far as tradein that 
country is concerned. I am informed that in 
at least one Europeancountry citizens of that 
country heve registered the trade-marks used 
by a number of American bicycle manufact- 
urers and are in a position to prevent the 
trade of such manufacturers with that coun- 
try except under such conditions as the regis- 
trant may choose to dictate. It is believed 
that the international registration of trade- 
marks would be of material value and is 
practically indispensable to those of our 
manufacturers who desire to develop their 
foreign trade. 


We also quote the following from a 
report by Vice Consul Blum of Copen- 
hagen to the State Department : 


The said firm (the American firm) has for 
over a quarter of a century been selling its 
goods (Peerless Gloss for Shoes) in Denmark, 
and has built up quite a large trade, the 
articles now being for sale in almost every 
shoemaker’s store throughout the kingdom. 
A Danish manufacturer in the same line of 
business recently thought it a good idea to 
imitate the labels and also the bottles used 
by the American firm, having found out that 
it had not registered its trade-mark, although 
it is registered in the United States and Great 
Britain. The labels used by the imitator are 
in Danish and bear his name, but otherwise 
they are identical with the American firm's 
labels and bottles. This counterfeit was 
registered here at the Danish trade-mark 
registration office, and according to law duly 
advertised in the Danish newspapers. No 
objections were raised within four months 
after registration, as stipulated by law, and 
the said trade-mark is now the Danish manu- 
facturer’s property. 

We would also add that the statutes 
require that the mark be used in com- 
merce with some foreign nation or 
Indian tribe before registration in 
Patent Office. A bill is pending in 
Congress extending the protection to 
marks used in interstate commerce and 
is likely scon to become a law. 

—<+ > —___—_— 

ADVERTISING is not a mystery ; it is simply 
telling the story of what you have to sell to 
those to whom you wish to sell it. The best 
advertising is done by those who know who 
they want for customers, and reach them 
effectively and frequently.—/rofitable Ad- 
vertising, Boston, Mass. 



























ee ST ee ees 














TUTTI roe 


DUT oo 


TULLUT LT EUR eer eee 


DULLIITU 





PRINTERS’ INK. 











~ SUUSSUUECEU CEE OeeUTGeevecery  ** 


UP IN HARLEM 











Representative statements of Newsdealers in 
the northern part of the city are appended : 


CALLAHAN, 492 Columbus Ave.: 


The New York Times is selling far better now than it ever 
did before. 


DOBREL BROS., 2058 7th Ave.: 


The New York Times is steadily increasing in sales. Some 
other papers are falling off. 


KING, Corner 128th St. and 5th Ave.: 


The New York Times has done better in sales during the 
past three months than in three years before. 


ALBERT, 8th Ave., bet. 124th and 125th Sts.: 


I have been obliged to increase my order of The New York 
Times 33% per cent within the last week. There is a great 
demand for the paper. 


NATHAN, 2046 7th Ave.: 


I am compelled again to increase my Times order. 


GOLDSTEIN, Columbus Ave., bet. 92d and 93d Sts.: 


The New York Times is selling better than ever. I have 
almost doubled my order within the last three months. 


NELSON; 6th St.and 8th Ave.: 


The New York Times is steadily increasing in sales, 
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The New York Times 


‘*All the News that’s Fit to Print.’’ 
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STORE MANAGEMENT. 


How toget'e full value of cof pay A rightly conducting the business, aud how to 
dising more profitable by a ju 


Subscribers are invited to ask questions, submit plans for criticism, or to give their views 
upon any subject discussed in this department. Address Chas. F. Jones, care PRINTERS’ INK. 


cious system of advertising. 


F. Fones. 
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We have all heard a great deal of 
talk about the recent fight in Denver 
between the department stores and the 
newspapers, but I don’t remember 
having seen in print a very clear or 


satisfactory explanation as to how the | 


fight came about or how it came to 
end as it did. 

My own curiosity on the subject has 
lel me to ask a good many people 
who are in a position to know for their 
opinion on the subject. ‘Taking all 
these opinions together, and giving 
most attention to those whose position 
seemed to give them the best opportu- 
nities for observation, I will explain 
how the entire matter how presents 
itself to me. 

My reason for doing this in this de- 
partment is because the occurrence 
teaches three or four very strong les- 
sons in advertising and in business 
management. 

Fora number of years the depart- 
ment stores in Denver have been large 
advertisers ; they have used big spaces 
regularly and often, but the question 
is, have they advertised judiciously ? 
I believe the beginning of the entire 
trouble has been that the Denver mer- 
chants have been too liberal with their 
space and too lax with the matter 
which they put in it. For instance, 
the style of advertising which has 
largely prevailed in Denver has been 
one of over-display. Many of the 
merchants there seemed to think that 
they could take a small item, set it in 
large type, put around it four or five 
big black borders, and with a great 
big name attached, make out of the 
whole a half-page paying advertise 
ment. As soon as one me chant used 
around his advertisement a black bor- 
der or a fancy arrangement of the type, 
or a big meaningless cut, his competi- 
tor at once thought that in order to get 
ahead he must use twice as black a 


border, twice as many fancy designs, 
twice as large a meaningless cut, and 
necessarily twice as large space. 

Now I am not here giving my per- 
sonal opinion on the advertising situa- 
tion in Denver. I am simply -takirg 
information which [ have gained from 
a dozen sources, and making out of this 
information one composite picture, 
which I hope will teach merchants in 
many cities that it is not so much the 
amount of space that you take, or not 
so much the price that you pay for it 
(although these things are important), 
but the most important is the use that 
you make of the space as regards the 
matter that you put in it. 

Things progressed in this style of 
advertising in Denver until the mer- 
chants naturally were advertising them- 
selves to death in their war one with 
another, and in their efforts to gain the 
public’s attention by fancy display. 
They were simply building huge idols 
of type without heart or without life and 
bowing down and worshiping them as 
gods of advertising. 

Naturally, when the merchants found 
that these advertisements did not bring 
them the desired amount of business, 
they immediately began to proclaim 
that advertising did not pay. Instead 
of looking at their own business and 
their own advertising for the reason for 
this lack of paying power, they began 
to proclaim with one voice that it was 
the fault of the newspapers and that 
the newspapers’ rates were exorbitant, 
and that they could not afford to adver- 
tise, as is usually the case under such 
circumstances. They claimed the news- 
papers were getting all the money and 
that they were simply*working for the 
newspapers, and with this view in 
mind they determined to put an end to 
newspaper advertising or to get them 
to reduce their rates. 

Now, in a case of this kind, whena 






























merchant finds that his advertising is 
not paying, the first thing to do is to 
look at the advertising itself and be 
sure that it is right before he attempts 
to correct anything else. 

Now I am told that the advertising 
rates in Denver have never been ex- 
orbitant, but that there have been a 
good many peculiarities about the rate 
cards which ought to have been cor- 
rected long ago. If the newspapers 
had been wise they would have cor- 
rected these little things without wait- 
ing to be forced into it. 

The day is coming when newspaper 
publishers must all adopt the flat rate. 
Those who go into it first are going to 
get the benefit of it. This business of 
having a rate card too complicated to 
be understood, or too absurd to be read 
without laughing, is and should be a 
relic of the past. Without looking up 
the subject, I have received the impres- 
sion from those who are in a position 
to know that the circulation of the 
Denver newspapers runs about ten, 
twenty and thirty thousand, and that 
for these various circulati ns the rates 
are about 2%, 3 and 4 cents per line. 
Now for newspapers in a town the 
size of Denver, these could not be 
called exorbitant rates ; they are much 
more'reasonable rates than some of the 
newspapers in New York charge that 
have even a less circulation and yet 
carry a large amount of advertising 

The mistakes the newsparers made 
were in continuing in their rate cards 
out-of-date provisions, and in not try- 
ing to help advertisers in advertising 
for profit, instead of mere display. 
The newspapers felt that- they hada 
picnic and encouraged by all the 
means in their power this use of dis- 
play type and funny diagrams. They 
of course could not be expected to re- 
fuse tie advertising which these mer- 
chants offered them, but if they had 
only looked ahead they would have 
naturally seen where such advertising 
foolishness would lead to. 

I do not think that the cepartment 
stores treated the newspapers right, 
for I understand that instead of going 
to the newspapers and talking this 
matter over and seeing if those whose 
rates were too high were not willing to 
reduce them, the department stores 
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without consideration of anybody held 
a meeting and thea notified the papers 
that they were all out and would stay 
out unless rates were reduced one- 
third. Now, this was an unfair propo- 
sition, because it w sn’t possible that 
the rates on all the papers were uni- 
formly one-third too high. There 
must have been one paper at Jeast in 
Denver whose rates were pretty fair, 
and this paper, if its rates were fair, 
ought not to suffer along with the 
papers whose rates were unfair. 

Here was the department stores’ mis- 
take; instead of considering each paper 
individually, and seeing that one paper 
that has so much circulation gets such 
and such a rate and therefore it is too 
high, and another paper of another cir- 
culation gets another rate which is con- 
sidered fairly reasonable, they lumped 
the whole thing together and said to 
the newspapers, ‘‘ All of you fellows 
have got to come down or we won't ad- 
vertise.” It then became a question, 
not whether the rates were right or 
not, but whether the whole newspaper 
business was to be dictated to by the 
advertisers. 

Tiis mistake that the department 
stores made naturally put the news- 
papers on the defensive and they com- 
bined to protect themselves. If the 
dry goods men had considered each 
paper on its own merits, and if any 
paper was getting too high a price for 
its space, I do not doubt but that. pa- 
per could have been induced to reduce 
its rates. Making war on them all 
without discrimination naturally caused 
them all to stand together and thus 
make reductions impossible. 

The lesson that this would teach to 
you business men is to be as honest 
with the newspaper which is publishing 
your advertising as you would expect 
that newspaper to be to you. If the 
merchant shows no consideration and 
no appreciation of the fact that the 
space has a just value, neither will the 
newspaper recognize that fact, and nine 
times out of ten the newspapers will 
get the best of it when both forget 
their duty, one towards the other. 

Now every business movement seems 
to have a humorous side to it, and this 
Denver episode is not an exception to 
the rule. 

Neither the merchants nor the news- 
papers realized when they went into the 
fight how strong the other side was, 
nor did either of them recognize the 
other’s weakness after they had been 
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in the fight for a little while. The 
newspapers held together pretty firmly 
for a little whie, and I am told that 
the department stores advertised in 
every other imaginable way. The 
theater programmes, the bill-posters 
and the weekly papers had a perfect 
feast while the figiit was going on. It 
was not an infrequent occurrence to 
see a dry goods store with ten or fifteen 
pages of solid advertising in theater 
programmes. Many of the weekly 
publications distributed forty or fifty 
thousand of their publications free 
throughout the city in order to secure 
the dry goods advertising. This made 
the newspaper men sick at heart, for 
they were afraid tht the department 
stores would continue to do this kind 
of advertising. The newsnapers also 
realized that advertising helps the cir- 
culation of a paper, for when the ad- 
vertising was out their circulations fell 
off considerable. Publishing a news- 
piper at a loss is not a very pleasant 
thing, and it has been said that if the 
dry goods men had only held out for a 
few days longer than they did they 
would have got everything they asked 
for from the papers. 

Again, on the other side, the dry 
goods men very quickly found out that 
taere was no advertising as good as 
advertising in daily papers, and the 
majority of them were no doubt sorry 
that they were in the combination. 
The real reas n why the combination 
broke up was hecause one of the mem- 
bers of the combination had been in- 
duced by one of the newspaper men to 
agree to withdraw for certain personal 
reasons. This withdrawal, of course, 
shattered the strength of the combina- 
tion and made the newspapers stronger 
in their determination to hold out, with 
the certainty that they wou'd finally 
win. Thus the other side could have 
won had it held out a few days longer. 
The newspaper men were in a better 
psition, because they seemed to know 
what the department stores contem- 
plated doing, while the department 
stores had no idea as to what the news- 
papers contemplated doing. 

Now this teaches a lesson that both 
newspapers and business houses should 
remember in the future. Never go 
into any kind of an agreement for 
fighting, the other fellow unless you 
have fully made up your mind that your 
cause is just, and that you have the 
strength and determination to hold out 
until success crowns your efforts. 


PRINTERS’ INK, 


The department store men did not 
wholly lose their fight. I understand 
that the newspapers did make some 
concessions to them, concessions per- 
haps not in price, but in a simpler rate 
card and in some improvement in serv- 
ise. 

The department stores in Denverare 
now advertising even more largely than 
they ever did before, but it is pleasant 
to note that they are aiming now to 
improve th: ir advertising, and this will 
no doubt gain better results than they 
ever did before. The fight has, as far 
as I can learn, not done any one any 
harm, only in a temporary loss of busi- 
ness. It has proven clearly that both 
sides are strong enough to take care of 
themselves. It has proven to the news- 
papers that they can make no mistake 
by seeing that their rate cards are just 
and easy to be understood. It has 
proven to the department stores that 
the thing to do is to make their adver. 
tising good, readable and honest be- 
fore they attempt to make it either 
large or fancy. It has proven to the 
world at large that there will be other 
and more bitter fights between adver- 
tisers and newspapers unless both get 
down to the consideration of adver- 
tising space on purely a commercial 
basis, and buying and selling it the 
same as any other merchandise is 
bought and soid. 

The last I believe is the most impor- 
tant lesson that publishers and busi- 
ness men have yet to learn. Business 
men must learn that the’ newspapers 
are not published for fun, and that 
newspaper space has a right value, a 
value below which it is seldom they 
can get it, and above which it is not 
judicious to pay. The publisher should 
also Jearn that the business man does 
not advertixe for love of advertising, 
but because he wants Tesults, and the 
more thoroughly a paper can produce 
results for its advertisers the more cer- 
tain that paper is to always have ad- 
vertisers. The publisher should learn 
that his space is worth a certain sum 
of money, to be determined by the 
character and the amount of circula- 
tion which he gives, and that to take 
a less price for his space than he can 
afford is to injure hims If, whereas, to 
ask a larger price for it than is right 
is pretty apt to lessen the business of 
those advertisers who know their busi- 
ness, and it is quite certain that. the 
number of such advertisers are in- 
creasing every day. 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, sone for window 
cards or circulars,and any other suggestions for bettering this department. 








I want this department to be just as 
useful as possible to every retailer. It 
is too small to show a great many ad- 


vertisements of different kinds of busi- | 


ness. The best I can do seems to be 


by way of suggestion, and I try to} 


provide ads which are not only good 
in themselves, but will be suggestive | 
in making other ads for different kinds | 
of business. 

Take, for example, this first ad. 


Sounds Reasonable. 


Do Not Blindly 
Buy Furniture. 


Ask questions. We will answer 
gladly, promptly. Ask questions 
when you purpose buying of others; 
if you are not answered rea‘lily, all 
the more reason for questions—-ask 
more. In purchasing parlor furni- 
ture be sure to ask, for ex.mple: 
Any moths in this suite? 

We guarantee every bit of up- 
holstery in these warerooms free 
from moths. Do you know an- 
other house which does this? 

How meny springs in these 
pieces ? 

The suite we offer at $40 has 18 
springs in sofa seat, 12 springs in 
each arm chair, 8 springs in each 
wall chair; each spring has eight 
knots made in muslin. 

Any moss in the upholstering? 

This suite has good all-hair up- 
holstering. (Come into our work- 
rooms and see it for yourself.) 
What is the covering ? 


It will be covered with imported 
silk tapestry—your own selection. 
Order Work. 

Decorating and interior wood- 
work estimates cheerfully given ; 
sketches furnished. Window awn- 
ings. Slip covers. 


E. D. TRYEM, 100 Market St. 














Now you could substitute groceries 
or clothing or crockery or hats or any 
other goods in place of furniture. Then 
the two words, ‘* Ask questions,” at the 
beginning of the ad. That would make | 
a good leading for any ad. 
questions about your shoes,’’ the head- 
ing might be, or about umbrellas or 
about silks. Asking questions about 


** Ask | 


' Nowas to the questions. Every re- 


tailer knows his own goods pretty well, 

| or ought to know them. Take the points 
you know about your own goods, which 
make them honest and desirable and 
superior—points which any common, 
| sensible buyer would appreciate—and 
|make each one of these points the 
heading for a question after the same 
manner in which it is done in this fur- 
niture ad. 

Suppose you are selling hats. Your 
ad could begin, ‘‘ Ask questions about 
your hat when you buyit. Ask if it is 
hand-shaped ; ask if it is wine-stiff.” 
etc. There are other questions that 
will occur to every hatter. 

Suppose it is underwear. You might 
suggest that the buyers ask whether it 
is ‘‘full-fashioned.” and what full- 
fashioned means, and whether the but- 
tons have been specially resewed. 

Suppose you keep a grocery store, 
and say, ‘‘ Ask questions about milk ; 
ask what dairy it comes from; ask 
how the jars are kept pure and clean ; 
ask how the cows are taken care of ; 
where they live ; how they are housed ; 
what they eat?” You could suggest 
asking questions about coffee and tea. 
Questions as to the difference between 
Mocha and Java, and whether half the 
coffee that is called so actually is either 
one or the other. 

Suppose it is shoes. People might 
thank you for suggesting that they in- 
quire whether the shoes are split 
leather or buff. 

Suppose it is wine. Your prospect- 
ive customers might be told to ask 
| where the grapes grow ; what kind of 
grapes they are; what vineyard they 
come from, and who makes the wine ? 

If you have a laundry, people ought 
to ask whether you use corn starch or 
wheat starcn ; how jong y:u keep the 
| clothes in soak, and a few little matters 

of that kind. 

As to clothing advertising, there is 
no end of the opportunities which a 
good clothier has for putting into the 
winds of the people he wants to reach 
just the questions they ought to ask 
when buying clothes. Very few people 
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any of these would be a good idea for | know what ‘all wool’? means and what 


the heading of an advertisement, 


| it should mean. 


They certainly ought 
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to know. They ought to know 
whether clothing will rip or not, and 
whether it will be resewed and pressed 
free of charge. People who buy gloves 
ought to be taught to ask the questions 
which will tell them what they are 
getting for their money, and all this 
holds true in any business. 

There are questions which the ma- 
jority of buyers know already and will 
ask without being told. Others that 
they ought to know and that would be 
distinctly to the advantage of a first- 
class dealer to have them know. 


* 
* 


Take the next ad. 


The Man is Foolish 








who denies himself the con- 
venience, comfort health and 
leasure of a bicycle, when 
or asmall weekly outlay he 
can take his pick of the many 
fine wheels I am handling. 
Call and see them. 

Union, Stearns, Trinity, 
Dayton, Iver Johnson, Fitchburg, 
Featherstone and Rochester. 
PRICES, 

Chain Wheels, $25 to 8100 
Chainless Wheels, 75 to 125 

ndems, 100 to 125 

Cash or vs | terms. Bring your 
old wheel. guarantee to give 
you a good trade in Chelsea. 
Complete line of sundries. 


F, E, RANDALL, 
4 Broadway Sq. 














It would be very easy to adapt that 
inanumber of ways. The manis foolish | 
who denies his family the pleasure of 
music in the house when a good piano 
can be bought at a reasonable price. 
The woman is foolish who ties herself! 
to the slavery of a broom when a per-| 
fect sweeper can be bought for such a 
trifle. The young !ady is foolish who 
tries to make over last year’s hat or 
gown when she can get a brand new 
one for about the same money. 
* % 
* 


But the best ads of all are those that | 
take some one article and describe it 
thoroughly and carefully inall its beauty 
or usefulness ; tell just how it is made 
and all about it and why it is offered 
at the price. Such ads do not need 
very much philosophy, but frequently 
a little touch of it attracts attention 
and has a persuasive effect upon the 





reader, 
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There are 
Signs * #* 


3 

= 

3 

; 
that some people want % 

to raise prices beyond a le- 4 
gitimate point; take advan- 3 
tage ofalittletariffraiseand % 
add a war scare raise to it. 4 
Don't let anybody fool you. 4 
Some things may be higher, 4% 
but they won’t go up likea 4 
balloon. Worsteds went up, % 
3 

; 

3 

4 


You can buy elegant wor- 
sted suits for men at $11.00, 
$9.75, $8.50, $6.50 and $6.co 
—pure worsteds at that— 
if you buy them with The 
Nebraska Label sewed in 
the neck of the coat. If all 
signs prove true, next to & 
Uncle Sam, we’re the big- 3 
gest clothiers in this part of 3 
the earth. 3 


TAYLOR & CO., 


25 Jones St. 





Sight Reptias 
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Why not more Furnishers ? 


an 





Cuff Event... 


More than one man changed 
his notions yesterday as to 
what linen Collars and Cuffs 
should cost him. 

Our Furnishing Counters 
supply four-ply genuine linen 
Collars and Cuffs on the fol- 
lowing terms: 


Collars, 9c. each; 3 for 25c. 
Ciffs. 18c. a pair; three 
pairs for 50c. 


There are seven of the best 
shapes in Collars and three of 
the best styles in Cuffs. 
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A New 
Bedroom ‘ 
Curtain ‘ 


Flowered dimity in pink, ¢ 
light blue and green with ¢ 
dainty ruffles —charming ¢ 
for any bedroom and sure ¢ 
to wash perfectly. 


( 
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TAYLOR’S, | 
26 and 28 Wash. St., West. ¢ 





tt hh 














PIII 

















ail) 





PRINTERS’ INK. 











Mattings 


In selecting MatTrTincs 
you do not want either the 
design or coloring obtru- 
sive. The quiet blending 
of color effects renders 
them particularly pleasing 
and restful for Summer fur- 
nishings,and their judicious 
use transforms the whole 
house for three or four 
months out of the year. 

Chinese MatTTINGs range 
@ from $4.50 to $18.00 per 

roll, and the Japanese from 
$7.50 to $24.00 per roll of 
full 40 yards. Stair widths, 
three-quarter yard,are 37% 














to §0c. per yard. 


ee | 


JONES & CO.,100 Weshington S°.| 





Sounds Militar+. 





| «True Blue” 





Serges in smooth and Cheviot 
effects, suit to order, $15.50. We 
make them up in a three-button 
sack coat, half-rol] front and 
double-breasted vest; trousers 
medium width, with %-inch lap 
seam on side, which makes a 
very fashionable suit for Spring 
or Summer wear. These serges 
are especially made for us. 
Color absolutely fast and will 
stand sun or sea air. 

Samples mailed free. Our 
“one year guarantee or money 
back if dissatisfied ’’ your pro- 
tection. Open evenings till 9 
o'clock. 
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Pianos. 








We’ve Opened 


the Way 


to better Piano buying and 
selli.s. Our business meth- 
ods have won a big business 
for us and satisfaction for our 
customers. ur great busi- 
ness enables us to do things 
well. Unequaled Pianos and 
unmatched prices firm the 
keynote to our business. 
Whatever piano you buy of 
us under our representations 
you are certain of satisfaction. 


J. W. WATKINS & CO., 
921 Main St. 
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Inviting. 








Bargain Friday. 

We are going to sell the 
remnants—odds and ends—of our 
stocks in several departments to- 
day. On some stocks we will re- 
duce the price one-third, on 
others one-half and on still others 
two-thirds. Th‘s might be called 
an early house-cleaning, but we 
have had a tremendous trade 
the last three months, leaving 
many odds and ends and broken 
lines which we will not duplicate 
this year. You may find exactly 
what you want at the price you 
want to pay. 





Prices. p | 
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Rare and High-Priced. 
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Cut Glass 


SSS 


Punch Bowls % 
Four superb designs— Y. 
deep, rich cuttings— %f 
sparkling with prismatic %» 
fire—peerless on the 
sideboard. % 

$ ¢ $ s7E % 

30, °40, °50, °75 ¢ 

< 

E. P. ROBERTS & SONS, % 

5th Ave. and Market St. % 


WINDOW SHADES 


Ready made, all colors, 
good cloth and spring rollers, 
25e.and 50¢.3 made to order 
and hung, 75e. to 5 each. 
We make shades for bulk win- 
dows, lettering in gold, silver 
and fancy colors. 
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Te‘ls the Story. 
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Sample Shoes and 
Oxfords at Smith’s 


This week I offer about 60 
pairs of women's very fine sample 
shoes and sample Oxfords made 
by Messrs. Ziegler Bros., Phila- 
delphia, and Thomas Plant, 
Boston. 

The sizes are 2% to 4, A, B 
and C widths. 

They are extremely fine, nice 
goods, and, being samples, are 
offered at half price $1.65, $1.95, 
$2.15 and $2.99; well worth $4.00 
to $6.00 to any woman wearing 
the above sizes. 


J. M.SMITH, 
400 Market Street. 
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“The ‘News’ receives a monthly report 
from the large cities in the country giving the 
advertising record of the principal newspapers. 
We have before us the record for several years, 
including that of the Baltimore newspa- 
pers. * * * Our figures show that the 
HERALD, under the management of Mr. 
Wesley M. Oler, has distanced all past records 
made by that journal.”—From the Baltimore 
“ News,” Dec. 21, 1897. 


Why do the Morning, Sunday 
and Weekly Heratp show such 
gains? 

Because it pays to use their ad- 
vertising columns. Because they 


go into the homes of Baltimore's 


best people, reach the neighboring 
towns and circulate among the buy- 


ing classes. 


THE HERALD PUBLISHING CO., 
BALTIMORE, MD. 


THE S. C. BECKWITH SPECIAL AGENCY, 
Tribune Building, New York. The Rookery, Chicago. 





16 


ONE MAN’S VIEW. 

The grocer’s opinion has more weight than 
the best advertisement ever published. ‘The 
housewife knows him. He has her confidence 
or he could not hold her trade. He serves 
her faithfully day after day, and his judg- 
ment is usually accepted. Nearly every 
article which has attained sufficient sale to 
warrant advertising is imitated or duplicated, 
and even when the consumer is sufficiently 
attracted by an advertisement to inquire for 
an article the grocer has the final say, and his 
refusal to indorse it or put it in stock, or his 
indorsement of a competitor’s article, ucually 
results in the sale of the Jatter. While urging 
the consumer, at heavy expense, to “‘ ask her 
grocer,”’ don’t ignore the value of the grocer’s 
influence. In fact, the retail grocer is the 
foundation of the manufacturer's business. 
Every dollar the jobber or manufacturer ac- 
cumulates passes penny-wise through his 
hands. The usual ‘ stock-in-trade’’ cry of 
the general advertising agent that “ the 
grocer won’t buy goods unless he has de- 
mands for them”’ is not a fact. New goods 
are seldom placed upon the market by lavish 
advertising. Every day the grocer is in- 
duced to stock goods which have never hada 
line of advertising, and even the most opulent 
manufacturer can probably look back to the 
time he peneenalg solicited the grocer’s 
help - and got it—and without which he could 
not have succeeded. ‘he grocer’s good-will 
is just as valuable to-day as ever—indeel, 
more so, owing to the greater variety of goods 
he handles. He cangreatly reduce the effect, 
or add 100 per cent to the value of your ad- 
vertising to the consumer.— Grocery World. 


bile 
AN INTERESTING POINT. 
A prominent wholesale druggist said re- 


cently that he believed Hood’s and Ayer’s 
sarsaparillas will eventually decrease in 
sales, principally because their advertising 
is helping the sale of sarsaparillas in general 
rather than theirs in particular. That is, 
their advertising is helping the sale of 
cheaper substitutes, because the public at- 
tention attracted by this advertising has been 
riveted on the word “sarsaparilla’’ more 
than onthe words “ Ayer’s”’ and *‘ Hood’s.”” 
He suggested that if these medicines had 
been given names in which the individual 
ownership could have been as secure as in 
the nares ** Castoria,” ‘*Sapolio,’’ ‘* Pear- 
line,’ ** Enameline,” ‘‘ Cascarets,’’ etc., for 
instance, their sales would now be much 
greater, pecause the possibility of substitu- 
tion would be much less. This same drug- 
gist ventured the statement that he thought 
Hood must have appropriated a vast amount 
of good from the advertising already done by 
the Ayer company when he brose away 
from that company and started out for him- 
self, and that if Dr. Ayer had given his prod- 
uct some other name Hood might not now be 
in the field. The fact that a large part of 
the original capital spent for advertising any 
article is invested in its name, makes it of im- 
portance that this name be just the right one. 
Changing the name is like throwing away 
the capital already invested and starting out 
afresh.—Advertising / xperience. 
——+or 
ITS EFFCT ON JOURNALISM. 

Leading Merchant—I want you to run this 
advertisement in your paper to-morrow in 
big display type. 

‘editor lef Besmwville Terror)—I'll do the 
best I can, Mr. Shadwell, but I’ve got to use 
my biggest display type for war news.—Chi- 
cago Tribune, 
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Fine Illustrating. 


My illustrating for advertisers is made to 
fit the subject and the medium in which it is 
published, I provide fine, delicate work for 
careful printing, and coarse, bold, open draw- 
ings which a printer can not spoii, for news- 
paper work, 
¢ I get up bright, original designs for posters 
and street car cards. I write, illustrate and 
print every form of good advertising. 

I will submit sketches free of charge to 
reputable advertisers, 


Wo stan Drixey, 150 Nassau St., New York. 


“The best ads I have ever seen were 
written by Wolstan Dixey,” saysan editorial 
article in Printers’ Ink. 


TWO ADVEXTISEMENTS EDITED FOR ONE 
LOLLAR. 

Your advertising matter may be pretty 
good, but probably ninety-five per cent of it 
would have more strength and money-making 
“pull”? if it was properly edited. If you 
want your ads sharper, plainer, briefer, more 
forcible and convincing, send them to me an1 
I will put an edge onthem. Send the printed 
ads you are using, or ads that you have 
written yourself, and I will make them 
enough stronger and better in a practical, 
business-bringing way to more than pay you 
for my charge. 

I will put them in perfect shape for the 
printer. 

lf you want to save space, I can probably 
save you more than my charge, on that one 
item. 

I was editor on the New York School Fou~- 
naland Treasure Tro: e magazine for eight 
years, and learned to use clear, pointed, ef- 
fective language, which says the most ia the 
fewest words. 

Send one dollar for every two ads you 
want edited, unless they are very long, in 
which case send one dollar each. If it is 
matter for a circular, send two dollars. If you 
simply want to be told how to do the work 
yourself, you may send a batch of ads, or 
your beoklet or catalogue (and two dollars), 
and I will tell you how to make them better. 


WOLSTAN DIXEY, 
1so Nassau St., New York, 
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WHAT AILS ’EM. 


To the Editor: 

Can ycu tell me what means, if any, are 
ategeed by advertisers of medicines to find 
out what people really take the various prep 
arations Por? You know there are meui- 
cines advertised to cure a great variety of 
diseases. Now, admitting that the medicine 
is all that the proprietors say, it must be 
more in demand for some ills than for others. 
If the owners could discover what class of in- 
valids are the best buyers, might not the ad- 
vertising be prepare accordingly, so that 
prosperity would move in the line of least re- 
sistance ? - 

For instance, I have a “ sarsaparilla.”’ I 
say I cure kidney complaint and torpidity of 
the liver. In fact my stuff is not in demand 
for liver trouble, but folk with weak kidneys 
believe it helps them. If I could know this I 
would not waste money talking about sick 
livers, would I? \ . 

To be sure, there are testimonials to be 
studied. But they are too few, compared 
with the number of persons who use a medi- 
cine, to throw much ight on nee oe 

Brooktyn, April 2oth. IGLAMPS. 

—WNational Advertiser. 

Information of the sort wanted by 
the National Advertiser’s correspond- 
ent is most readily obtainable in the 
way of gleanings from the testimonials 
sent in by patients benefited. 

The Ripans Chemical Co., who 
manufacture the Ripans Tabules, rely 
aiinost exclusively upon testimonials 
for the wording of their advertise- 
ments. The company makes claims for 
its medicine as follows : 

They cure all stomach troubles; banish 
pain ; induce sleep ; prolong life. An inval- 
uable tonic. Best spring medicine. No 
matter what’s the matter, one will do you 
good. One gives relief—a cure will result if 
directfons are followed. 

It will be observed that they do not 
say specifically that the ‘Tabules are 
good for dyspepsia, for constipation, 
for palpitation, for dizziness, or what 
not. They use in theirannouncements 
the actual words of people who have 
been cured or benefited and who re- 
capitulate the symptoms with which 
they had been afflicted, as well as the 
beneficial effects of the medicine. The 
symptoms indicate, in the majority of 
cases, some abnormal activity or in- 
activity of the-organs in the digestive 
tract, yet the patient would asarule 
scoff at the idea that his ailment is 
dyspepsia. Those who send _testi- 
monials are encouraged to descant on 
their symptoms to the fullest extent, 
are invited and even urged to give 
minutest details, and when they do so 
are in some cases rewarded with some 
souvenir that is acceptable to them and 
ot advertising value to the company as 
well, When the testimonial fails to 
come up to the mark in fullness of 
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detail the patient receives a circular, 
part of which reads: 
THE TESTIMONIAL 

_ Should tell the name and age of the pa- 
tient; should tell the sex and occupation of 
the patient; should tell where the patient 
lives; should tell for what trouble the Tab- 
ules were taken ; should tell as many particu- 
lars as possible, descriptive of the trouble, 
and ae of how long standing; should 
describe the feelings experienced rather than 
the name of the disease, although there is no 
objection to telling that also. Sometimes the 
symptoms, when told with particularity, in- 
dicate some disease quite different from that 
the patient is re pe mer to be afflicted with. 

The testimonial should not fail to tell how 
the Tabules were first brought to the patient’s 
attention. 

If the Tabules were found too marked in 
their action at first, the testimonial should 
tell in what way ; andif at first they seemed 
to fail of producing any beneficial result it is 
interesting to be told how soon a change was 
noted. 

If there is any objection to the use of the 
name mentione in the testimonial, for ad- 
vertising purposes, that objection should be 
plainly stated. 

The testimonial need not necessarily be 
from the person who sends it in. Often a 
drug clerk, doctor or a friend of the patient 
tells the story, sometimes without the knowl- 
edge of the patient, but the name and address 
must be given so that a verification of the 
facts may be possible if thought desirable, 

It must always be remembered that a tes- 
timonial to be valuable must be genuine. 
That make-believe testimonials are not only 
useless but harmful. Truth is the substan- 
tial basis of every valuable testimonial. 

It is not necessary that a testimonial shell 
be handsomely written or expressed in fault- 
less grammar. Errors in spelling do no 
harm. All that is required is that what is 
said shall be so written that it can be read; 
shall be told with sufficient regard to detail 
and shall be true. The more detail the bet- 
ter ; the more earnest in its truthful expres- 
sion the better. 

It has often been found that a testimonial 
that, as first received, was of no use, became 
a soectay valuable one when the patient has 
added one or two particulars not at first 
thought to be of importance. “ » 

The present receipt of testimonials 
by the Ripans Chemical Co. is about 
thirty a day, or at the rate of 11,0004 
year, but is increasing at a great rate, 
and naturally an examination of the 
reports sent in by such a large number 
of correspondents furnishes a multi- 
tude of examples that can not fail to 
be of tremendous value from an ad- 
vertising standpoint, for there is no 
case so queer or unusual but when it is 
related finds dozens and hundreds of 
other persons who have had similar 
experiences but were never able to de- 
scribe them in words. 

As the circular of the company 
truthfully states, most people err as 
to the significance of symptoms. The 
man, for instance, who is troubled 
with palpitation of the heart, will con- 
clude he has heart disease, when after 
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all it is only a rebellious stomach press- 
ing against hisdiaphragm. He would 
never think of buying a medicine ad- 
vertised as a dyspepsia cure, but if he 
should read a testimonial in which the 
writer stated he had been afflicted with 
similar symptoms, it is safe to assume 
the sufferer would try the remedy upon 
the first convenient occasion. Upon 
this assumption the announcements of 
Ripans Tabules are said to be founded. 
A recent full page newspaper adver- 
tisement of the company consisted of 
many hundred sentences culled from as 
many testimonials, showing the effect 
of the Tabules in each case. These 
effects covered so wide arange that the 
reader was irresistibly led to the con- 
clusion that a panacea for most bodily 
ills had been discovered and was being 
retailed at five cents a carton—ten 
Tabules for fivecents. And ‘‘ ome gives 
relicf.’’ 


IN THE NAME OF ART. 

Just as the Consumers’ League looks to the 
question how goods are made and sold,soa 
proposed league looks to the question how 
they are advertised. The advertiser who 
makes newspapers, street cars, buildings and 
landscapes unsightly is to receive notice of 
itscustom. This isto be reserved for firms 
whose advertisements do not offend against 
public taste. The ‘league is still unformed, 
and its promoters are not entirely agreed as 
to what advertisements shall be deemed un- 
sightly. The more radical would refuse pat- 
ronage to firms whose advertisements con- 
tain pictures of their members, or otherwise 
offend against the canons of refinement. The 
more moderate, however, aim only at firms 
whose advertisements are positive eyesores. 
The use of glaring colors in public places 
where the eye can not escape them is univer- 
sally condemned, and the use of any colors 
at all—or even of black and white—on pri- 
vate houses is under a ban. There isa feel- 
ing that homes should not be prostituted to 
purposes of advertising, and that advert‘sers 
who make even tenement houses more hide- 
ous than is their wont should not receive the 
patronage of public spirited citizens. This 
feeling regarding the sacredness of homes at- 
taches, of course, ina still larger measure to 
the sacredness of persons, and the employ- 
ment of sandwich men is regardedasa deg- 
radation of humanity as offensive to the con- 
science as it is to the eye. Some of the friends 
of the movement protest, with considerable 
vehemence, against the advertisements upon 
barns,which constitute so striking a feature of 
American landscape ; but this objection has 
no relation to the dignity of the barn, but is 
simply a part of the larger protest against 
anything which disfigures scenery. As to 
the need of this protest words are superflu- 
ous, and this portion of the proposed boycott 
ought to receive the co-operation of the en- 
tire reading public. The buying public should 
render such advertisements worse than worth- 
less by boycotting the firms responsible for 
them.— Current Literature. 

focaccia inate 





A Great deal of advertising fails because 
the advertiser becomes discouraged before he 
has a right to expect returns. 
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WHERE WINDOW IDEAS COME FROM. 

‘* Where on earth do you get all your ideas 
for special windows ?” y asked a man who is 
employed by a large department store to do 
nothing else but trim windows and whose 
ability in the line is considered remarkable. 

“Right on earth,” he said, ‘ Practical 
ideas for windows don’t come from abstract 
contemplation. My most successful windows 
are suggested from without, not from within. 
pauege keep my eyes open for good points 
in displays in other stores, not to copy them, 
mind you, but for suggestions. Frequently I 
see a display which ae a little thinking will 
suggest something entirely different to my 
mind, paradoxical as it may seem. Or the 
trimmer may have almost unconsciously em- 
bodied some little feature in his display, al- 
most unnoticeable, but in which my practiced 
ye detects the germ ofa good window scheme. 

e are none of us absolutely original, and 
those of us who have the strongest reputation 
for being so may be the most indebted to 
others for the germs of our best ideas. I fre- 
quently get good ideas from the trade press, 
but some of my best ideas are suggested by 
none of the sources mentioned. Someof them 
come to me in the most unexpected way. I 
may say, however, that I expect many of my 
ideas to come in an unexpected way. My 
mental attitude is gees A one of receptiv- 
ity, and I am, I think, quick to perceive the 
adaptability to my line of work of little de- 
vices in lines widely divorced from my own, if 
they are adaptable. For one thing, I am a 
confirmed Snes and have obtained 
many suggestions for procuring a clear light 
in windows at night or on dark days when it 
was necessary to use artificial light and avoid 
shadows calculated to obscure much of the 
display, by observing the way lights are 
thrown upon the stage by experts employed 
in that kind of work. Amusing trick displays 
have been suggested to me at extravaganzas 
and the scenic artist can frequently give you 
a goodcolor scheme. You can easily under- 
stand that in opening up an umbrella on a 
rainy day a good canopy display might be 
suggested to a window trimmer. It is use- 
less to multiply instances, but I am sure I 
have said enough to convince you that the 
up-to-date window trimmer can find window 
sermons in stones, ideas in running brooks, 
and suggestions in about everything." —Shoe 
and Leather Gazette. 


RETAIL CYCLE ADVERTISING. 

The New York Sum reports a dealer in 
cycles as saying: ‘* The fact that we are ad- 
vertising is chiefly responsible for what busi- 
ness we are doing. The bicycle trade has 
been completely revolutionized within the 
last few years. The days when a dealer 
could rely upon his being a member of sev- 
eral clubs and the possessor of a large circle 
of friends to do business have gone by. 
Competition has so cut up the retail business 
that every store is now largely dependent 
upon transient trade. This makes advertis- 
ing more necessary than ever before in order 
to let the public know where you are and 
what you are selling.’ 


—— ++ 
CORRECT ! 

As a rule advertising matter written to fit 
an illustration will fall short of its mark. 
The selling force will be lessened because in 
attempting to fit the illustration, the pelios 

ualities of the goods will be slighted, wit 


the result that the matter sounds all right 
but that the ad don’t get right down to _busi- 
ness and talk convincingly—Advertising to 
Druggists, North Adams, Mass. 
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THE KIND OF QUANTITY 
THAT QUALITY BRINGS... 


. 
The 
Des Moines 
Leader 


Holds the phenomenal record of having quad- 
rupled its circulation in less than three years. 
This notwithstanding its subscription price has 
been held firmly to $6.00 per year, while all other 
Des Moines dailies have reduced their prices. 
No premiums have been given and no booming 
methods used. JTlow then has it been done? 


How has the Leader achieved 
double the circulation of any 


morning paper in lowa ?—— 


By printing the best newspaper in its field. 
The LEADER management believes in and prac- 
tices the theory that a newspaper must grow on 
its merits as a newspaper. The LEADER’s 
wonderful advancement proves the correctness 
of the theory, 


THE DES MOINES LEADER, 


STRAUSS & DAWSON, Proprietors. 


W. Ward Damon, Horace M. Ford, 
127 Tribune Building, 905 Boyce Building, 


NEW YORK CITY. CHICAGO. 


Eastern Manager. . Western Manager. 
































20 PRINTERS’ INK. 


THE GOVERNMENT AS SPACE- 
SELLER. 


We are in receipt of a monthly 
magazine which is carried without 
charge through the mails, and bears 
the imprint of the United States Gov- 
ernment Printing Office, where it is 
printed at publicexpense. This maga- 
zine has about 100 pages of paid ad- 
vertisements, from soaps to plows and 
whisky distilleries. Of the magazine 
itself it is hardly worth while to speak 
seriously, its sparsely filled reading 

ages being made up of matter such as 
is usually furnished in the consular 
reports, all printed in French, Spanish 
and Portuguese, as well as English. 

As to the origin of this publication, 
it may be said that, at a session of a 
so-called International American Con- 
ference, held in £890, an association 
was formed bearing the style of 
‘* Bureau of American Republics,” for 
the purpose of disseminating informa- 
tion likely to increase commerce be- 
tween the American republics. Such 
a cause is certainly legitimate. At 
first the publications of the bureau were 
in the nature of free handbooks, but 
their subsequent development into 
trade directories and a monthly maga- 
zine in which advertisements are pub- 
lished for pay, all expenses of publica- 
tion being paid by the government, has 
called out an indignant protest from 
the trade and technical publications of 
the country, with whose business the 
government is thus brought into a 
direct competition. 

Complaints to the State Department 
and to high government officials having 
failed to put a stop to this business, 
bills, designed to terminate this pro- 
cedure, have been introduced in Con- 
gress. These bills make it ‘‘unlaw- 
ful for any person, firm, corporation or 
association to print upon or attach to 
the United States flag any business ad- 
vertisement, and for any department 
bureau, officer, or employee of the 
United States government to print 
upon or attach to any official publica- 
tion of the United States government, 
or any publication permitted to circu- 
late through the United States mail 
under frank, any business advertise- 
ment, or to use such publications in 
any way as advertising mediums.”’ 

The propriety of such legislation is 
hardly open to question. We doubt 


whether it goes far enough, for among 
the publications of the bureau is a 
Commercial 


Directory, competing 











equally with the field of private pub- 
lishers, and of which a first large quarto 
volume has appeared. It is announced 
that in this directory ‘‘the advance 
subscribers ($5 each) will appear under 
the proper headings in the United 
States section,” but ‘‘subscribers de- 
siring more than one heading will be 
accommodated at the rate of $5 for 
each additional classification.” 

Of course, it is impossible in any 
such directory to include all the names 
in even the leading departments of 
business, and to have the directory of 
any value selections of names should 
be made by competent and unbiased 
judges ; but it would appear from the 
announcement of the bureau that the 
most insignificant houses or persons 
may find a place in its pages, and such 
houses may have their names intro- 
duced as many times as they please at 
the rate of $5 for each insertion. 

It is surely inconsistent with the ob- 
jects, aims and traditions of the gov- 
ernment of the United States to engage 
in commercial enterprises in competi- 
tion with its own citizens. Such a 
course would lead to the grossest 
abuses, and there is no more reason 
why the government should engage in 
an advertising business than that it 
should establish manufactories for the 
production of flour or sugar, or cotton 
or woolen goods.—<Scientific Amer- 
ican, April 23. 


———_-- 
NOTES ON HOTEL ADVERTISING. 
Ninety-nine times out of a hundred whena 
hotel man writes an ad he either begins or 
ends it with *‘ First-class accommodations.” 
Making a — guess, I would say that 
about one hotel out of twenty-five has what 
might be considered really first-class accom- 
modations. Therefore about ninety-five per 
cent of the afore-mentioned adwriters must 
be either ignorant or untruthful, In view of 
these facts, I believe that all hotel advertis- 
ing would be more effective if this hack- 
neyed phrase were omitted. 
ome hotels make a great mistake by not 
iving their rates in all of their ads. Again, 
f think that nearly all of the hotels that do 
advertise their rates make a great mistake by 
not telling what each of the different rates 
entitles one to. I can not recall a single 
instance where this was explicitly done. 
When I go into astrange hotel 1 invariably 
ask the rates before registering. Immediately 
after I register the clerk invariably asks me 
what rate I want. I have made it a rule 
to stop at hotels where the minimum rate is 
two dollars. Then, as I have always found 
economy a necessity, I choose the minimum 
rate. However, I might sometimes pay more 
if I knew exactly what additional accommo- 
dations an additional half dollar a day would 
entitle me to. Ho tuis Corin. 
THE goods that are not advertised may be 
as good as those that are, but nobody knows 
it.— Curtis Publishing Co. 
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‘*Every Reader is a Buyer.”’ 


Short Story 


OF 


Two Great Gains 


The net paid circulation of THE MAIL AND ExpREsS 











for the four months ended February, 1898, as com- 


pared with the four preceding months, 4 a c@) 
shows a daily average increase of over 4 


The number of agate lines of paid advertising printed 
in THE Mait AND Express during January, Feb- 
ruary and March, 1898, was 694,134, a gain of 


P 121,926 lines over the corresponding 9 9 9 
three months of 1897, or about ... oO 
increase. The next paper on the list printed 250 columns 
less than THE MAIL AND Express and lost 14,363 lines 


The... 
Mail and Express 


Is entitled to more advertising because its circulation 





is growing more than twice as fast as its advertising 
patronage, which is now already greater than any other 


evening paper in New York. 


‘The Leading Evening Paper of New York."’ 




































DOUGAN’S BAD DAY. 
Sr. Louis, Mo., April 24, 1898. 
Editor of Printers’ Ink: 

In the last issue of Printers’ Ink, under 
the heading, ‘Impressions by the Way,” 
Mr. P. Dougan published an article regarding 
the newspapers of St. Louis which is emi- 
nently unfair to the St. Louis Chronicle, as 
it contains some very inaccurate statements. 
Mr. Dougan could not have investigated 
matters very thoroughly in St. Louis if he 
wrote his article from a conscientious stand- 
point. If he was conscientious in what he 
wrote, he certainly took no trouble to inform 
himself of the facts. He makes a statement 
regarding the Chronicle : “ It contains a good 
deal of foreign advertising, but outside of 
“Weak Men notices,’ put out by local firms, 
it carries hardly any local advertising.” 
This statement is most outrageously inaccur- 
ate,‘as the following statement of local ad- 
vertising issued by the St. Louis Repudlic 
will prove. According to figures compiled 
by the ape the following number of 
columns of local advertising were published 
by the St. Louis papers during the month of 
March, 1898: 

CcOoLs, 


The St. Louis Xefuéddic, with its Sunday 

issue, published, during the month of 

March, —_ of local advertising... .505.69 
The Globe-Democrat, with its Sunday 

issue, published, during the month of 

March, 1898, of local advertising. ...554 91 
The Post-Dispatch, with its Sunda 

papers, published, during the mont 

of March, 1898, of local advertising. . 474.29 
The Star, including its Sunday papers, 

published,during the month of March, 

1898, of local advertising............ 344.40 
The ( Aronicle, with no Sunday papers, 

published,during the month of March, 

1898, of local advertising............ 543-34 

Both the Republic ard Globe, which are 
very high standard, published more columns 
of so-called ‘* Weak Men” advertising than 
did the St. Louis Chronicle. 

The following statement shows the amount 
of foreign advertising published during the 
month of March by the St. Louis newspa- 
pers. You will notice that the advertising 
published by the St. Louis Chronicle is 
greater than that of any other paper, but no 
greater in roportion than the local advertis- 
ing published by the Chronicle when com- 
pared with other St. Louis evening papers. 
FOREIGN ADVERTISING PUBLISHED IN ST. LOUIS 

NEWSPAPERS— ALL PAPERS BUT ST. LOUIS 

** CHRONICLE ” HAVING SEVEN PUBLICATION 





DAYS EACH WEEK: cOLs. 
Te RAPE 2 cc cccciccescvee 197.34 
TO GIGI. cosvccccccccceccece 179.21 
Te PUB ec cccicscccccvccccsece 150.81 
FS Be cccccatvesssesss cece 110.26 
The Chrome es.csivescscsees 230.96 


TOTAL DISPLAY ADVERTISING, INCLUDING BOTH 
LOCAL AND FOREIGN, PUBLISHED IN THE ST. 
LOUIS PAPERS DURING THE MONTH OF MARCH, 
1898, ALL BUT THE ST. LOUIS ‘‘ CHRONICLE ”’ 
HAVING SEVEN PUBLICATIONS EACH WEEK: 


cOoLs. 
The Rapablie. 2.200 ccscescesss 703.03 
The Globe-Vemocrat.......... 734-12 
The Post-Dispatch.........+++ 625.25 
TRO SHOP. o.00 6 csccccseccccis 454-66 
TO CHPURIAE. cnccccccceesccs 774-30 


The Chronicle’s average circulation last 
week was over 120,000 copies daily, and dur- 
ing the week that Mr. Dougan was in St. 
Louis its average circulation was over 110,000 


copies daily. oe 
The truth of the matter is that Mr. Dou- 
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gan’s article is so ridiculously untrue that 
the St. Louis Chronicle would pay no atten- 
tion to it whatever were it not for the exten- 
sive circulation of Printers’ Ink. We will 
gladly pay the expeases of some party that 
you may select to come to St. Louis, and 
will forfeit $100 to any charitable institution 
that you may name, if your representative 
will not admit, after even a slight investiga- 
tion, that Mr. Dougan’s article is glaringly 
incorrect and either published without any 
knowledge of the situation or with the desire 
of misrepresenting the St. Louis Chronicie. 
Very sincerely yours, F. W. KELLoce, 
Adv’g Mgr. Scripps McRae League. 


—_ +o 
WHAT DOES HE—WHAT CAN HE 
MEAN? —_— 


PuiLaDEcpuia, April 27, 1898. 
&ditor of Printers’ Inx: 

Perhaps a pointer or two from one who 
has naught but the highest respect for the 
“*Little Schoolmaster”’ would be well received, 
especially as the writer could say hundreds 
of praiseful things about it, and only one or 
two of a critical nature. 

First of all. -Don’t you think the * L. 
S. M.” is inclined to be bad tempered at 
times, forgetful seemingly that it’s the good- 
natured chap who nine times out of ten is 
doing the business ? 

Secondly. Don’t you think you area little 
careless about the cheap ‘‘assistant teach- 
ers’’? I know of some who are too coward- 
ly to sign their false teachings, but who are 
permitted to appear week by week, with the 
“axes they have to grind”’ hidden beneath 
the cloak which you permit them to wear. 

No well-conditioned, self-respecting paper 
should permit its columns to be used by irre- 
sponsible writers, who find solace for their 
personal grievances through pretended criti- 
cisms and comparisons of business houses, 
matter which they dare not father with their 
names. All of which is submitted respect- 
fully. Joun A. McCann, 
Advertising Manager Strawbridge & Clo- 
thier. 

aT A EE 
IN BOSTON. 
Boston, May 5, 1898. 
Editor of Printers’ Ink: 

A jeweler has a half dozen large clock dials 
in his window which show the difference in 
time at the various war centers of the earth. 
A store publishes an engraved map of the 
city and offers a prize to any patron who 
traces correctly the route a Tady shopper 
living on Arlington Avenue took to reach 
the stcre. C. E. Osgood Co., house furnish- 
ers, announces that any of its patrons, having 
unsettled accounts who may enlist may have 
payments omitted during term of services, 
and in case of death the bill will be receipted 
in full. Jaynes, the druggist, has a window 
full of cartons or paper en with here and 
there an opening through which a formidable 
black bottle protrudes, and the sign over all 
says, ‘“‘ Fortify yourself against the ravages 
of dread disease by taking in time Jaynes’ 
Cough Cure.’”’ A grocer is building up a big 
trade by advertising sugar at three cents a 
pound. It is sold at this price in combina- 
tion with tea and coffee, but the seeming bar 
gain in sugar draws the trade. Fax. 





Poertess --The poem I sent you, Mr. Editor, 
contains the deepest secrets of my soul. 
ditor—I know it, madam, and nobody 
shall ever find them out through me !—Hx- 
moristische Deutschland. 












timated a. \ 
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THE FOURTH ESTATE 


In its issue of April 7, 1898: 


“THE 


inneapolis Journal 


/s run upon Metropolitan lines, and has come 
to be known as a distinct journalistic and 
financial success.’’ < 





THE JOURNAL has the largest circulation of any daily 
in the Northwest. 


44,373 


AVERACE FOR MARCH. 


Tue Journat is the only 2-cent daily in Minneapolis. 


ALL THE LEADING LOCAL ADVERTISERS 


Have given their testimonials pronouncing Tue 
Journat the best advertising medium and it regularly 
carries 50 per cent more advertising than any other 
Minneapolis daily. 


For Rates, etc., address, 


R. A. CRAIG, 


In charge of Foreign Advertising, 


41 Times Building, New York. 87 Washington St., Chicago. 
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HALF AN HOUR WITH GILLAM. 
New York, May 4, 1898. 
Editor of Printers’ Ink: 

Your issue of April 27th contains on page 
24 an outline sketch of Sphinx Gillam, which 
might at first glance lead people to believe 
that a sphinx could be persuaded to talk. Nit, 
not a bit more than-the proverbial clam— for 
a sphinx is a hard head. 

ut Mr. Gillam will unbend at times when 
with business men or congenial spirits. But 
he does not waste words or time in fooling 
with the average bore. Why should he when 
by sharpening his pencil occasionally he can 
talk continuously and effectively to more 
than amillion people per day ? That is where 
Gillam has the best of it, for the million can 
not talk back. I spent a half hour with him 
in Philadelphia just before he came over to 
New York, wandering though the mazes of 
the only Wanamaker’s store, and as I strive 
to learn something every day could not but 
help do it then. 

I went to see him on business and found 
him busy as a bee getting ready his daily 
grind of copy. Some of this A had not 
obtained all the detail about. Accepting 
his invitation to walk and chat, after the 
main business was arranged, I found this 
about the programme, varied of course ac- 
cording to circumstances : 

He went to the head salesman of different 
departments and forced them to talk about the 
quality of their particular line of goods. In 
some cases Mr. G. would attempt, in case the 
responses did not come to suit him, to belittle 
the quality or appearance in an apparently 
serious manner. This would have the effect 
desired, for it was an incentive to the clerk 
to defend his particular line of goods. In so 
doing he would grow eloquent in descriptive 
words and phrases, all dt atids were hastil 
but briefly transcribed on Mr. Gillam’s pad. 

After a tussle with a dozen or more depart- 
ments Mr. Gillam went back to his den, pre- 
pared with a variety of odd and pertinent 
phrases with which he livened up his copy. 

No matter how versatile a man may be, or 
how good a command of language he may 
have, it is an utter impossibility to contin- 
uously prepare a daily series of advertise- 
ments, without running in ruts, in descriptive 
matter and catch phrases. 

It takes a past master to command the 
ideas of others, or rather to draw out slick 
descriptive phrases, which can be fitted into 
proper places for the good of the whole. I 
admired the clever way in which Mr. Gillam 
conducted this scouting party, and the forage 
he brought back was valuable. 

The heads of departments and head clerks 
szemed to be his vassals, gathering up and 
saving for him texts for sermons. It is an 
art to get others to unconsciously help. 

In this half hour I cheerfully admit I did 
learn something, from which I profited, from 
this editor-in- Thief, who, as some “ journal- 
ists’ have claimed, has prostituted his tal- 
ents in writing advertising. Why, bless the 
pencil-pushers’ small souls, Gillam’s work is 
read now much more greedily than when he 
was grinding out editurials. Yours truly, 
H. P. Husparp. 


PREPARED. 

It is nonsense to say that we are unprepar- 
ed for war. Even at the end of the Civil 
War, after four years of experience, the news- 
papers of our country had no war types to 
compare in size and efficiency with those now 
in daily use. We are up-to-cate people, and 
not to be caught napping. Our war types 
prove it.—Zi/e. 
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IN DAYTON, 
Dayton, O., April 27, 1898. 
Editor of Printers’ Ink: 

The W. B. book store has used one of the 
Maine transparencies showing the vessel “ as 
she appeared before and during the explo- 
sion,”’ placing a clock-work cut of behind the 

icture, this alternating, exhibiting the be- 
ore and after. The works from an old clock 
were easily used to turn the electric current 
onand off. Yours, E. S. Rontzan. 
cin Sy ei 
THE POTENTIALITY OF PANTS. 
New York, May 2, 1898. 
Edit:r of PRintTErsS’ Ink: 

Is Printers’ Inx’s “‘ female contingent ” 
large? It will be interested in this proposi- 
tion placarded on the wall of the establish- 
ment of the Brooklyn Clothing, Cleaning and 
Repairing Co., 47 Sands street, Brooklyn: 
“For seventy-five cents you can get fine 
knickerbockers or bloomers made out of your 
old pants ”’ A. B.C. 


+e 
MR. BECKWITH HAS PLEASURE. 

° New York, May 4, 1898. 
Geo. P. Rowell & Co., Publishers Printers’ 

INK and American Newspaper Directory, 

10 Spruce St,, New York City: 

GENTLEMEN—It is with pleasure that we 
advise you of just having received a telegram 
from Mr. Alden J. Blethen, publisher of the 
Seattle /zmes, notifying us that the 7imes 
averaged 17,857 copies for the entire month 
of April, and that last Saturday, April 30, 
they ran 18,030. Our object in notifying you 
of this is to ask that full credit be given them 
for the increase they have made during April 
in your forthcoming American Newspaper 
Directory, and if you want to mention the re- 
markable growth of the 7Zmes in circulation 
during the past month in Printers’ INK it 
may be an item of news and considerable in- 
terest to your readers. Yours very truly, 

Tue S. C. Beckwitu SpeciaL AGENCY. 


MIXED. 
I 
A new advertising idea can not be intro- 
duced by one merchant without half a dozen 
imitators springing up like r‘tshrooms. 
2 
It seems a trifle singular that so many men 
are content to follow in the footsteps of their 
competitors, instead of putting their brains to 
work to produce something original. 








3 
_ In an advertising campaign half the effect 
lies in the novelty with which any given idea 
is presented. 


4 
The idea itself may be as old as the hills ; 
in fact, it is difficult if not impossible to pro- 
duce anything entirely new. 
5 
What we call originality is, after all, only 
a new way of saying old things.— St. Paud 
lrade Journal. 


cctensiortilliahatuibditiene 

Eprtror—I am afraid it wouldn’t be safe to 
print that. 

Contributor (apologetically)—I thought 
perhaps it would be all right for the Sunday 
edition.—Puch. 

THE trouble with most advertisers is that 
they don't make a business of advertising as 
they do of business. They would fail in 
business as they do in advertising if they 
went at it the same way.—Lockfort (N.Y.) 
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| It’s in the quality of the circulation that 
we excel ’’—advertisers say so. 





Aye, there’s both truth and logic in 
that! 





ihe 2 


“THE BULLETIN,” by very reason ofits 
full press service, absolute cleanliness, 
‘ and complete local summary, goes into 
i the homes; is READ there, STAYS THERE! 





No other evening newspaper on the 
Pacific Coast PROVES one-half “THE 
BULLETIN’S” circulation. 




















26,000 Homes 


WELCOME IT EVERY NIGHT 
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SOME CHICAGO BILLBOARDS, 
Outside advertising is having a decided 
boom in Chicago this spring. Firms that 
have rarely used the billboards or other forms 
of outside aivertising are making considera- 
ble dispiays. The Hub Clothing House uses 
posters on which appear figures in the latest 
costumes printed in plain black. The en- 
gravings on these posters is fine work aside 
from the effect of the contrast between them 
and the brilliant posters on other boards. 
The Siegel-Cooper store is using a lot of 
billboard space along the West Side elevated 
road, These “‘ boards ”’ are made of galvan- 
ized iron nailed to frames -_—~ as an 
other billboards would be. ach stand is, 1 
should guess, about 8x16 feet, and besides the 
name of the store the special attraction for 
the time is painted in a panel at one end. 
Most of them are on roofs where *‘ L”’ pas- 
sengers can not miss seeing them. It seems 
to me that the use of galvanized sheet iron 
for this purpose is a distict improvement, as 
it makes a continuous surface to paint over, 
and does not shrink and warp out of place. 
For several years the alae has seen a 
sheet iron grayhound and pictures of the 
same grayhound on the billboards of this 
city, always in connection with the “Light 
Running’? New Home sewing machine. I 
venture to say that there are but few people 
in the city who can see a grayhound without 
thinking of the New Home machine. This 
morning I met a white grayhound on the 
street and on each side of it appeared the 
words: *‘ The New Home Sewing Machine.” 
The dog was trotting along just ahead of me 
and apparently alone, as it was not following 
any one that I could see. I judge that the 
lettering was put on with hair dye or lunar 
caustic and is indelible. This is the first in- 
stance that has come to my notice where a 
dog has been put to valuable use in a re 
_ time ago certain very numerous bill- 
boards showed some cabalistic markings and 
an accompanying legend aperng 6 prize to 
any one who would tell what they meant. 
Any one could see that the marks were parts 
of capital letters, but it would have been a 
hard matter to have spelled out the word or 
words, Later these marks were combined 
with others and the public saw the word 
** Vi-tal,’’ with the cross-bar of the T cover- 
ing the whole word. With this word was an 
offer of a prize to any one who would guess 
what Vi-tal is good for. I have not learned 
that there was any great excitement over this 
matter, but after awhile we were told that 
Vi-tal is “‘the best blood purifier and di- 
gester,’’ and now we are told this about ten 
thousand. times a day, for this and similar 
information about Vi-tal meets us at every 
turn. Itis posted on dead walls in yellow, 
red and blue, and in the same colors on 
billboards, in the street cars, on the glass 
in the “‘L” stations until one has but to 
shut his eyes and he can see the word 
without a very great stretch on the im- 
agination. This preparation has been forced 
into a large sale without using a line of news- 
paper space so far as I am ableto learn. I 
—_ that this will not last long. The pub- 
ic soon becomes accustomed to an announce- 
ment of this kind on a billboard and does 
not notice its presence. 
he public looks to billboards for an- 
nouncements of certain kinds, but I am con- 
vinced that such a thing as a proprietary 
medicine must be advertised by a different 
method to make it a permanent success. 
It is all right to say ‘“*‘ Hood’s Cures” in 
Staring letters, but such an announcement 
was never used until a good many thousand 
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do}lars had been used in the newspapers to 
set forth the merits of Hood’s medicine. 

The war crisis is being worked ‘for 
all it is worth by medicine advertisers. 
Pictures of Uncle Sam are spattered over 
large space to attract attention to some 
medicine or some doctor. One doctor begins 
in staring head-lines like this: ‘* Spain’s 
Cruel Work,” and follows by saying the tor- 
tures inflicted by Spain on her subjects in 
Cuba are not greater than those endured by 
the victims of catarrh. Another shows some 
sea coast defenses made up of boxes of a 
popular medicine, with one immense bottle 
mounted as a cannon, being aimed by Uncle 
Sam atan approaching warship. I did not 
read the ad, but presume the average reader 
would think at once that the picture means 
that a bottle of that particular remedy would 

most certain death to the enemies of our 
venerable uncle. Another shows a horrid 
picture of starving Cubans, naked and gaunt, 
with Miss Barton ministering tothem. The 
picture was enough for me, and I did not 
pursue the subject, seeing the name of a 
specialist at the bottom of the article. 

Seigel, Cooper & Co. got up a neat ad a 
few days ago. It was arranged to look just 
like a news page, with head-lines that might 
be taken by the casual reader to refer to 
present events. The reading matter, how- 
ever, referred to the goods they have for sale 
from the different parts of the earth. The 
ad was ingenious and interesting as an ad, 
and I have no doubt it was effective. 

A billboard twelve feet high shows a rail- 
way train under full speed which has struck 
an ordinary trunk. Therails are twisted and 
the ties broken where the corners of the 
trunk touch them. The lettering tells us 
that nothing can smash Blank's trunks. 
MILLER Purvis. 





COMMON SENSE BOOKLETS. 


The trouble with the average book- 
let is that it contains a flood of words, 
with only a drop of sense. It is wrong 
to suppose that bulk is a necessary 
element in a booklet. 

A 2-page folder is often big enough 
to tell the essential facts spread out 
over many a 16-page booklet. 

In writing booklets we keep down 
the number of pages by weeding out 
frills and flourishes. The smaller, the 
better. Costs less to print and is quickly 
read. 

In nearly every business a booklet is 
a necessity. It saves an astonishing 
amount of letter writing. Questions 
asked by all correspondents are almost 
identical. By simply inclosing a book- 
let of particulars, with a short letter, 
the story is fully told at the least loss 
of time. 

We write and illustrate booklets on 
any subject, and have complete files of 
data to draw upon for information. 
Write us about booklets. MOSES & 
HELM, Writers and Illustrators of 
Good Advertising, 111 Nassau St., New 
York City. 
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AGREE AND DISAGREE, 

Mr. Powers would use no border and no 
display type of any kind ; lis advertisement 
would be characterized by absolute simplic- 
ity, free of any adornment. The name would 
be set in the smallest type known to the 

rinting office. Mr. Fowler would shout as 
foud as possible in the biggest type he could 
find and put a strong border around it. He 
would put but two styles of type in the ad- 
vertisement and set the name small. Mr. 
Bates would use a border or not, as he felt 
like it, with a display heading under his il- 
lustration, and the name in fair-sized type. 
Neither Mr. Powers nor Mr. Fowler would 
use an illustration. All three of these ex- 
perts, if I may so call them, wou'd agree that 
the advertisement should have full position. 
Full position means top of column or next to 
reading matter in a broken column, alongside 
reading matter. Another point they would 
agree upon is that the advertisement should 
be changed every insertion. In fact, I may 
say that all authorities agree that with rare 
exceptions no advertisement should be insert- 
ed twice consecutively. Still another point 
which all three would agree upon is that the 
advertisement shou!d be inserted every day 
in some one good newspaper rather than less 
frequently in several papers. Still another 
point which all three would agree upon is 
that the advertisement should tell the truth. 
Powers, particularly, would insist upon sat- 
isfying himself that every umbrella in the 
lot was actually worth at least $2.50 before 
he would consent to write the advertisement 
to sell them at $1.95.—Sacramento (Ca/.) Bee. 


—__+o+—_—_—_- 
CREED OF A SUCCESSFUL PUBLISHER. 


The success attained by the Harmsworth 
Brothers, publishers of the London (Eng.) 
Mail and numerous periodicals, is the marvel 
of old-world journalism. The Mail was 
started in 1896, and to-day hasa circulation 
exceeding 413,000 copies. Alfred, the eldest 
brother, is the executive head of the firm. 
His business creed furnishes an insight into 
the methods that underlie the M/az/’s success. 
Says Mr. Harmsworth: 

- ““'T believe in hard work, but hard work is 
not enough. 

‘**T believe in travel. 

**T believe that half the journalistic notions 
of what the public wants to read are wrong. 

“I believe that the public is a far better 
critic than is usually imagined. 

** I believe that the public does not care one 
iota about size ; if anything, a small journal 
is preferred to a big one. 

*T believe that price has very little todo 
with the success ds publication. 

“I believe the attractions of illustrated 
journalism are enormously overrated. 

‘I believe the value of colored illustrations 
is grossly exaggerated. ¥ 

“IT believe party journalism to be practi- 
ally dead. 

“T believe in independence.” —Newspaper- 
dom, 


+o 

CONSERVATIVE ENTHUSIASM. 

It is enthusiasm more than anything else 
which counts in business. Of course con- 
servatism is to have full weight; the regula- 
tions of economy ought to prevail. Business 
must be safe before it is successful. But 
take the common groundwork of conserva- 
tism, economy and safety, and add to it the 
superstructure of enthusiasm, a spirits 
and enterprise, and there is hardly any limit 
to the achievements which that kind of busi- 
ness can attain to. —.4 merican Art Journal, 
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ADVERTISEMENTS AND NEWS. 
The only real difference between a news- 
per and an advertisement lies in the scope. 
th are primarily intended for the promul- 
gation of news; but while the former is of a 
eneral character and covers the world, the 
atter is exclusively particular, and its only 
field is the store. And just as it is the 
newsiest newspaper that achieves the largest 
circulation, so is it the newsiest advertise- 
ment that secures the most extensive circle 
of constant readers. We must, therefore, 
conclude that in order to produce the most 
satisfactory results an ad must contain the 
very latest news from the store; and it 
should be remembered in this connection that 
after printed news matter has attained the 
advanced age of twenty-four hours it is no 
longer news, but “ancient history.” The 
moral is obvious.—Profitable Advertising. 


ee 
PREFERRED (?) POSITION. 

Apropos of newspaper position, a very 
grim thing occurred some little time ago,when 
a patent medicine proprietor, advertising a 
sure consumption cure with many adjectives 
and asservations of its merit had arranged 
for the position immediately above the death 
notices. On one occasion the ad appeared 
with all its superlatives, while immediately 
beneath was the notice of the death by con- 
sumption of a member of the proprietor’s 
family. That was one occasion when the 
preferred position was a failure.—Profitadle 
Advertising, Boston, Mass. 


IN EUROPE. 

There is hardly a city of any size in Europe 
that does not have its own distinctive postal 
cards. Whenever a great gathering is ar- 
ranged for, almost the first thing that is done 
by the city is to have special postal cards 
made, illustrative of the event. That kind 
of advertising keeps the name of the city 
where the gathering is to be held constantly 
before the public, not only in the vicinity of 
the city, but all over the world where these 
cards are sent by the citizens of the place.— 
Advertising World. 








SLOWLY AND HEALTHILY. 

Once in a great while some one discovers a 
gold mine, and so becomes rich with a rush. 
Now and then a business man, with a long 
look ahead, gets such control of some phase 
of the market that he makes a fortune in a 
few months, or a few days. But the great 
mass of business men who attain success 
grow slowly, and so healthily. I have often 
thought that the growth of character in a 
man andthe growth of ability in business 
are very much alike.—Gi//am. 

acme 
MONUMENT ADS. 

Anelaborate system of etiquette regulates 
the dress and stationery of ple in mourn- 
ing. Many of the afflicted esire to comply 
with the minutest requirements of societv, 
but don’t know what they are. Why should 
not dealers in mourning goods have litt e 
books prepared, containing the needed infor- 
mation ?—National Advertiser. 

ee 


OF COURSE. 

The advertiser who understands his busi- 
ness will put into his ads and into his printed 
matter the precise facts about his goods that 
he himself would insist on knowing of some- 
thing he was about to purchase himself. Just 
what would induce him to buy will induce 
others to purchase.— National Advertiser. 
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Woman’s Home Companion Factory 


One of the largest and most complete publishing plants in America, 
every inch of room owned and operated by the proprietors, Mast, 
Crowell & Kirkpatrick, Springfield, Ohio. 

Four mammoth floors supplied with all that brains, skill and capital 
can command to turn out the Woman’s Home Companion as a high-class 
magazine should be— 

Two hundred and fifty employees— 

Fourteen huge presses for finest work, tons of type, latest Linotype 
machines, folding-machines, photographing, engraving and electrotyping 
departments— 

Bindery and mailing-room delivering to Uncle Sam twenty-five 
thousand pounds of matter daily— 

150 horse-power engine, electric dynamos for light and presses, 
private telephone system—completeness at every turn. 

If every general advertiser in the land would accept our invitation 
to inspect the Companion plant, its advertising columns would have to 
be quadrupled. 

At $1.75 a line—less for quantity—no other high-class woman’s 
magazine approaches its value. 

Over 300,000 paid-for copies—million and a half readers. 

Are you in it? 


MAST, CROWELL & KIRKPATRICK, Publishers 


NEW YORK CHICAGO 
108 Times Bldg. SPRINGFIELD, OHIO 1643 Monadnock Bik. 
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ADVERTISERS’ BRIGHT SAYINGS. 


Printers’ Inx solicits solicits marked copies of 
printed advertisements in which “ bright 
sayings,” terse and epigrammatic expres- 
sions, appear. There are lots of them, and 
some of them are mighty good. 


Prices that make it expensive for you to buy 
elsewhere. 

You'll be able to carry away a very large 
parcel for very little money. 

Onty remnants, but only remnants of 
former prices shall be asked. 

You are not taking a chance or depending 
on good luck when you buy here- 

Tue element of exclusiveness, which pre- 
vents your purchase from being duplicated at 
every corner, is one of our boasts. 

You can not judge a store by any one line 
of guods it carries any more than you can 
safely judge a man by any one conversation. 

WE can give no stronger recommendation 
to your favor than by saying that we believe 
the display worthy of us and worthy of you 
who come to visit us. 

Dottars are elastic at the Factory Shoe 
Store just now. Especially elastic. Always 
did stretch further than in ordinary shoe 
stores, but further than ever nowadays. 

+~o>—___—_ 


A 8PACE in a paper of recognized standing, 
filled week after week, is, in the experience 
of successful advertisers and business men, 
the best of all known means of reaching pro- 
spective buyers.-- 7obacco World. 


Classified Advertisements. 


Advertisements under this head two linesor more 
without ded in' ue week | 25centsaline. Must be 
in one week in advance. 


WA VANTS. 


9) CTS. a line for 50,000 proven. WOMAN’S 
a” Work, Athens, Ga. 


QEND address for special offer and yi copy 
) ADVERTISING WORLD, Columbus, O. 





haude 


\ ANTED-— Folding machine at bargain. Write 
fully BROWN MED. CO., Youngstown, O. 


A LL-ROUND reporter and editor wants posi 
tion. References. “H. J.,” Printers’ Ink. 


pramecr half-tone cuts, | col., $1; larger, 10c. 
r in. ARC ENGRAVING Co., Youngs- 
town, Ohio. 
PAINT metal roofs. Work guaranteed for 10 
years. HARVEY ENOLIa, Albany,Ga. Eng- 
lish paint stops leaks; Yes I t Do. 


M AIL order men, write for 13 Consolidated 
i clean goods; planes pret. 613 solidated 
Exchange Building, Chicago, I 


EARNED by one agent with free 
&22 000 outfit in 5 years. 4 Several earn 


$1,000 yearly. P.O. 1371, New Yor 


| ALF-TONES that please. ay | throw away 
mone: wa t our ‘ou buy. 





prices before 
HARPER TING. SYNDICATE, Colum- 
bus, Ohio. 
WANT a position in advertising eapnelly os on or on 
en 


the = of pis." Gan wri — Am a 
young, and capable roperly. 
“LL. E. A.,” * care Print re dai. 


exEPamERCED editor h having access to proofs 
4 of great New York morning Dg Paper, yin 
n- 


Write 





war cc 
terest in mornin, |  Begeblicen daily — smal 
stalments. “ H. ” Printers’ 


Puasa First-class all-round enemies, with 
16 years’ experience in metropolitan and 
inland offices, desires permanent position ; thor- 
ughly competent to take charge ; strictly sober 


and reliable. Box 226, Norwich, Conn. 
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INOTYPE machinist and pressman, first 
Address “ MACHINIST,” 244 E. 39th St., NY. Y. 
\ ] ANERD—Aevectionss to know that we have 
a circulation than any cowepaper 
published in the pie 2 of Virginia. Adv: 
rates furnished o. lication. —= TH 
WINCHESTER PRESS, Wine P Winchester, 


——y = - WANTED—The sath has 
mes. Will buy, in quanti- 
Sn, from | oat. who will sell best quality a at low- 


“« SHINESTONES.” Box 100-8 rioh New Yor! York Gia. mace 


wee PICTURES for the for the BA. <a “4 
barrel of money can be mad 

Low prices. Large profits. Ciroulers at less soos. 

hal ‘Orders filled direct if desired. = 

have the rig! ht at the right prices. Agents 

make S¥ $10 perday. HOME ART PICTURE CO., 





oun PRARMACGSE well versed in man- 

acture of profitable medicinals; close 

pm of modern advertising methods; a 

bright, original writer of medical essed 
in in English of the 

_ always technically correct, desi 

wh ere his services will be of "value. ddress, 

“ R. W. M.,” care Printers’ Ink. 


‘'y TANTONA WILL MAKE MONFY. 


wm tona is a isset leather polish of farts 
riority ts elven a brilliant, ieeting lish 
light ‘solored leathers; preserves them 
aasite applied, and is a very profitable article 7 
make and se The rae is for sale, and 
much e— is assu e buyer who has 
business ability 4 push - 


enough pro) ae 
which the advertiser has not. Sam 
ticulars sent on application. “ CH ST, ” care 
Printers’ Ink. 
W WE 
wane 
HIG ADE 
ADVERTISEMENTS: 


CAN WE GET Ye 


50,000 GUARANTEED CIRCULA’ 
Rates, 25 cents bey =n, cach. insertion. 
All ads next to 

$ 1.00 buys 4 lines $ 14. 6 mays 4 inches 
1.25 “ 65lines $ 50 5 inches 
150 “ 6/)ines 1.00 6inches 
1.75 “ Minch 450 “ half col 
3.50 “ linch 9.00 “ one col 
7 = ye : inches 98.00 “ half page 


“ 


10. # inches 196.00 page 
oniy Oe matter accepted. Parties witb- 
out good commercial rating must send cash witn 
order, Cuts must not be over 23-16 inches wide. 


previous month. An adv. that will where 
will pay in WOMAN’S Work, t Xthene Gas 





AD VERTISING NOVELTIES. 


em the purpose of inviting announcéments 
f Advertising Novelties, likely to ar a 

reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 


+e 

FOREIGN TRADE. 
7 ‘ou import yd lk we eet Goma 
es do you want? All obstacles removed. 


ASSOCIATED TRADE AND: INDUSTRIAT: PRESS. 
Foreign Commerce Dept., Washington, D.C. (6) 


—————— ++ —_—_—_. 
MISCELLANEOUS. 


GEND your name on a small tal for a sample 
of my Largs Soe Postal for advertisers. ene 
and stron market and onl, 


he 
1,000. W “JOHNSTON, 10 10 sn St., LET York. 





NEWSPAPER METALS. 
J UST ask your foreman—if he has ever used 
them—what he thinks of Satchtord stereo, 
electro and dinetype metals. W. BLATCH- 
FORD & CO., 54 to oN. Giinton ‘st., Chicago.— 
“A Tower of btrength. 














SUPPLIES. 


Vas BIBBER’S 
ters’ Ro! 


ers. 


se a is printed with ink manufact- 

ured by the W. D. WILSON PRINTING INK 
Co., L’t’d, 10 ant 8t., a York. Special prices 
to cash buyers. 


—— +o 
ELECTROTYPES. 


NV ERCHANT’S 
LINOTY: Zz. 


lectrotype, + 7, reliable wulferm . 
Man ce) the largest se it. necds no 

order. inquiry 2 collcited, MERCHANT & 
oo, Inc., Iphia, P: 








MAILING MACHINES. 


TS Matchless Mailer; nothing like * wad 
REV. ALEXANDER DIC DICK, Meridian, N 
ORTON MAILER - $20 n So net—has su 

Dick and Longley Mailers on eset tr sts 
baw ag a 7 Xe darable, 


ron, 
ERICAN YPE 
FOUNDERS’ GoMPa: NY. 


PRINTERS. 


RINTING, the kind that b that hel ¥ Pay dividends. 
ATOZ PRINTING CO., Sc CO., Sow ‘hitley, Ind. 


1 O00 ist ata t miko iBigell, SE 


F you area believer in pri in printing that makes a 
: iit. it will pa; pay vos to send your order to THE 
LOTUS PRESS, ances 140 W. 23d St., N. Y. City. 


ILLUSTRATED ADVERTISEMENTS. 
peng $5$5 $58 9S 3 
LT! Be abreast of to-day. Fifteen 5 





56 HA 
War Cuts with strik headings—appro- 
4 priate for all lines. ing be $5, cash with > 
$ order, for cuts and headings. The most $ 
original and timely series ever offered. Re- 
$ stricted to one dealer in eachline inatown. $ 
Be quick. Will write charge. ads, if de- 5 
id sired, =o further ¢' ree Refer, ry : 
to PRINTERS’ HAVEL 
$3 REISSMAN, Writers, Designers and Il- 
& lustrators, Temple Court, New York. 
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FOR SALE. 


$1 BUYS 4 lines, 50,000 proven. WOMAN’S 
WORK, Athens, Ga. 


Hs of ae ned daily for $1,000. “C. D.,” 
210 2d St., Clinton 


is SELL end an e aivafions Consult with 
as RRIS, 150 Nassau St., N. Y. 


TOR SALE—The Bg woe VALLEY REGISTER, 
‘ort Plain, N. Y tablished in 1828. Write 
J.D. BECK WITH, manager. 


roe SALE--Independent daily and weekly. 

ly daily in town of five thousand. Thor- 
oughly established business. Will bear investiga- 
tion. Address “ INDEP: DEPENDENT, ” Printers’ Ink. 


{OR SALE—H igh - grade 1-grade juvenile and other 

illustrations ce ice. Half-tones, wood- 
cuts and etchings. 3 cents to 10 cents sq. in. 
ELECTRO ENGRAVING CO., Box 686, Provi- 
dence, R. I. 


fo! SALE—Monthly maga magazine, with large cir- 
aa ion and making money. Will sell cheap 
and on omy Somme ‘ter, i ht reasons for getting 3 
great y for man. ress 
*B. G. wos Printers’ Ink 


WING to financial diffic difficulties of the owner 
CourRIER is in 
an senignee. It is ak sn od 


gent moot | —" Sate Ty tise ~— 7 cho 
ers. The office ee Di raised by ban gon 
ies under oath at oo —s will be re- 
ceived for its rchase. daress FRED 
WHITELEY, ee, Findlay, Ohio. 
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ADVERTISING MEDIA. 
yours WORK, Athens, Ga., 4 lines $1. 


ywousrs WORK, 50,000 proven, 25 cts. a line. 


Wp omans WORK, Athens, Ga., 25 cts. a line 
for 50,000 prov en. 


i ge DEA eae MAGAZINE. 
free 271 Broadway, New York. 


10° a line for 40,000 prov roven—mail-order me- 
dium, AM. MO. HERAL HE D, Beaver Spgs., Pa. 


4 WORDS, 5 times, 2% cei 25 cents. pti thy yg 
Brockton, Mass. ss. Circulation exceeds 6,() 


DVERTISERS’ GUIDE, Ne . New Market, N. J. 8c. 
line. Cire’n 4,000. 000. Close lose 24th. Sampie free. 


V HEELING NEWS is credited witn in a greatcr 
circulation than lan any of other West Va. daily. 


EPUBLIC-JOURNAL, Littleton, N. H. 2,800 
é cna ae Linotype composition. Send 
or ral 


NY person soni ao By n PRINTERS’ INK 
<\ to the amount of $10 is "entitled to receive 
the paper for one year. 


I Ng py WORLD, Columbus, O. Over 
(see Rowell); 10c. nonpareil line; 
sondeas advertisers exclusively. 


PAPERS, 240,000 homes, don’t  aetaate < circu- 
lation, low adve ing ral THE 
RELIGIOUS PRESS ASSOCIATION, Phila., Pa. 


ji HE Rochester, N. H., CoURIER, weekly, hasthe 
circulation of any paper in a manu- 

facturing city having a population of 7, 

good country paper at a great trade center. 


EACH OREGON, Washington and Idaho pro- 
gressive farmers via the WEBFOOT PLANTER, 

the Isading farm journal of the or North- 
west. 5,000 A ge —— ye ther Write 
for rates and couple. ORT: oo a wil | interest 
— WEBFOOT PLANT ortland, Ore. 


‘HE TIMES-UNION reaches oa only the peo- 

ple of Albany but reaches out to all the 

towns and hamlets within ~ sige of 100miles of 

ten, —— itis read every afternoon by the 

people who dwell dnersin. It is unequaled 

i verti urposes. JOHN H. FARRELL, 
editor and proprietor, or, Albany, N N.Y. 


A™ pour seven-eighths of the advertising done 
to be effective because laced in 
ae. saat at rates t 








ive no oome han one- 


e icit ress 
OWELL ADVERTISING CO, 10 aden St %. 7. 








ADVERTISEMENT CONSTRUCTORS, 
ONES. 
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D™*: 150 Nassau St. 


oo: 101 World Bldg., N. Y. 
e 


Owego, Tioga 


G ILLAM & SHAUGHNESSY, Advertisers, 623 & 
3 62% Temple C ourt, New ¥ York. Write. 


ST. ELMO LEWIS, spec specialist in writing, il- 
4e lustrating and printing of booklets. Penn 
Mutual Bidg., Philadelphia. 
[His ad is to advertise that I write “ pulling” 
advertisements for advertisers. ELLS- 
WORTH, 85 Water St., Boston. 


Wo 92 advertising bargain-counters— but the ex- 
mced service of successful salesmen. 

THE WHITMAN CO., 37 Nassau St., N. Y. 
‘|°HE only writer of exclusively medical and 
drug advertising. Advice or sam a free. 
ULYSSES G. MANNING, South Bend, In 


OTICE—No matter who does your writing, get 
IN my prices on rz na WM. JOHNS- 
TON, Mgr. Printers’ Ink ss, 10 Spruce St., N. Y. 


CURENOE F. Guages, 179 Front St., 
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N Y booklet, vanmars, tells about my busi- 
ness. It’s free to those who ask for it on 
their business statione 
CLARENCE » CHATFIELD, 


eel 


Not Oswego. 


and C -. them in a con ua pri 
manner. Let me give -X on your next 
dress WM. JO: Manager Print- 


order, Address 
rs’ Ink Press, 10 Spruce os N. ¥. 
OHNSTON attends to the whole business— 

¢) writing, designing and printing. I believeI 
advertisement or booklet or circu- 
to sell goods as any person 





postal for acopy of 
y large . WM. JOHN x KH Manager 
Printers’ 1 Press, 10 Spruce 8t., N. ¥. City. 
‘HE profitable placing of ow. consists 
"T"aikt in preve e 


Pp Copy that 
says what ought to be said in a convincing wil 
Second in se the matter in , pom 
catch the eye and embellishing 

icture if one can be determined on that ill eet 
ts story ata glance. Third, in the selec- 
the: {gut sortof people and sell advertising space 
e ri sortof people an ve ~ 5 space 
reasonable rate—not low pri but 


riced pa 
oon that are at the same time nee Priced and 
cheap on account of the great 
render. To secure these points tor the a 
who emplo te our practice and professi 
Address RTISING 


OWELL AD 
Cco., "No. i spruce lew York. 


rPHE Wanamaker, Siegel-Cooper, 
mald, an et’ Hearn, Stern, 
- Gi Strawbridge & 
Clothier, ete. 
ve vo from AotiaticaN 
FOURDE RS’ COM 


PANY. e have hun 
A LE dreds of p= B. for your 
OWN A TYPE-STYLE Fer Bids Our new oef- 
WN A er Old iy ben el 


re) LE 
dike, Ass, ig ay ae a = . 
je © CO} and a nD 
x Sanad bate 
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th St.; Dallas: The 


y, 55 South i : 
Commerce Bt. 
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ND your name on a small wer poe for a copy 
of iny ia large — Man- 
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MR. JONES’ advertising been 
Ee upon by almost 
every publication in the country.—The 
i Hatter, New York, ry, 


MR. JONES’ advertising has a 
p ston marked attention all over the United 
His work has certainly exc ss 
EL heretofore done.—Louisville 
Com February 44, 1896. 





ell word opines are ves 
Be wo judiciously arranged 
ed. ey el a 

play i lines none could be 

right words in just the right cain. 
being lang or seneational-The Dry 

in; or se! 01 
yes hronicle, New York, April 27, 
1893, 





I AM A CRANK. Acrank about ad- 
vertising, and that is per! the worst 
sort of a crank that the world holds. I 


am a crank, that 
rather no not wg ys work at = 5 
ve to do i pony. ¢ » — 01 ou 
paid me doub: —_? 
I thoroughly be fay that Oe 
eed just the 


I not only, write and illustrate adver- 
tising, but I criticise your plans, your 

stem, and tell you where the trouble 

es, if your efforts have not been suc- 
cessful 


roper remedy. cure your 
b ess unless you follow my advice. 





CHAS. F. JONES, 
Writer and ~~ of Advertising. 
Practical Advice on Business Subjects. 
Salts 101 World Aw mee 

New York k, U. 
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Picteens 


I have in stock over 10,000 cuts made expressly to illustrate ads for over 


30 distinctly different retail lines. 
rection in my own art department. 
to fiteach cut. 
ness, but I want more. 


business will do well to write for ful] particulars. 


Charles Austin Bates, 





All of these cuts were made under my di- 
I supply a ready-made or made-to-order ad 
I have over 4,000 customers in this department of my busi- 
The retailer who wants the best cuts on earth for his 


Vanderbilt Bidg., 
New York, 
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The ONE Great Newspaper Between Defver 
Mountain Fav 


The Salt « Lal 


Total nutaber 

ending; Dec 
Actual Daily A 
Actual Sunday 
Total nurnber 

for the yea 
Actual Average 


The above a 
correct to the besfof my k 
Subscribedjand swe 
My commission eapires Se 
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Tue TRIBUNE has a larger circulation than all the other daily) paper 
alone amount to more papers than the other paper prints on week- 
any other paper, by all classes, irrespective of religious belief and polilical fo 


The year 1897 was a prosperous one for Utah in more ways than@ne. | 
cattlemen, horticulturists and gold miners. The products of the farm, ranch 
almost double those of the preceding year, and the yield the largest int he his 
removal of many mortgages, and in thousands of instances has resulttd in < 
important factor, agriculture and its kindred pursuits, and gold mining likewi: 

———— 








THE TRIBUNE is the one great paper of Utah and the vast territory tribu 
and is a paper of prestige and power. 


THE S, C. BECKWITH SPECIAL AGENCY, Sol¢ Agen: 
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dR CARRIES WEIGHT. | 
i 


al Tribune for Utah.’’—GE0O. P. ROWELL. 











Jel ver and San Francisco—the Great Inter- 
in Favorite. | | 


ake-Tribune | 


uiaber of copies printed for the year | 


ling December 31,1807, . ‘ - 3,014,475 
Daily Average, , ‘ ‘ ° 8,258 
Sunday Average, . lane . 11,957 


| 
1urnber copies printed Semi-Weeekly 
the year ending December 31, 1897, . 393,650 |) 
Average each issue, P ’ ‘ 3.739 |i 

| 


‘SWORN STATEMENT. 
bove Btatement of circulation of the Daily, Sunday and Semi-Weekly TRIBUNE is true and 


bestbf my knowledge and belief. P. H. LANNAN, Manager. | 
ibed, and sworn to before me this 17th day of January, A. D. 1898. 
on eapires September Ig, Igor. HOMER F. ROBINSON, Notary Public. | 


= 





ily) papers in Utah combined. On Sunday its sales to newsboys 
on'week-days. It is more largely and religiously read twice over than 
political following. 





| 
anine. It was the banner year since 1892 for the farmers, sheep and 
mm, ranch and orchard brought good prices, the average of which was 

tin? he history of the State. The result of this prosperity has been the 
sulted in a neat surplus. With the beet sugar industry becoming an 

ing likewise, are all in a prosperous condition. 

— _ 


itory tributary toit. It has the absolute confidence of its constituency, 
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ole Agents Foreign Advertising, New York and Chicago. | 
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PRI 
. A JOURNAL FOR ADVERTISERS. 


Issued every Wednesday. Ten centsa copy. 
ofan ice, five dollars a year, in advance. 
Six dollarsa bundred. No + numbers. 


: 
4 
Es 
fe 
x 
f 
° 


printed from plates, it 
sible to issue a new edition of five hundred cop- 
ies for $30, or alarger number at the same rate. 
Publishers d ri 


ers to subse: 
ERs’ INK for the benefit of advg. patrons may, on 
application, 


ceiving PRINTERS’ INK it is beca 
ibed in his name. meee Fagee Sategees 

at the expiration of the time paid for. 
ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line ; ‘l measure ; display 50 cents 
a line; 15 lines to inch. $100a . Special 
position twenty-five per cent additional if grant- 
ed ; discount, five per cent for cash with order. 

Oscar Herzperc, Managing Editor. 
Pster Doucan, Mavager of. Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce Street. 
Lonpon Acent, F, W. Sears, 50-52 Ludgate 











NEW YORK, MAY 11, 1898. 








A THOROUGHLY thought out and 
matured plan is necessary to all suc- 
cessful advertising. 





Press and Printer, of Boston, pub- 
lishes each week a list which it de- 
scribes as follows: 

This list, printed each week, contains 
the addresses of advertisers in periodicals of 

eneral circulation not previously recorded in 
the office of Press and Printer as advertising 
since Januaryr. It is published for the bene- 
fit of business managers and advertising so- 
licitors who want to approach new concerns 
coming into the field or old advertisers re- 
turning. The full list, compiled since —_ 
ary 1, and therefore containing only fresh, 
live addresses, now comprises between 1,600 
and 1,700 of them. Press and Printer will 
sell a copy of it at the rate of a cent a name. 
No extra charge for furnishing it on envelopes 
or wrappers supplied to us. 





THE provirce of the religious weeklies has 
been invaded by dailies. Some of the re- 
cent articles in the secular press on doctrinal 
top cs have equaled in intellectual force the 
best productions of the church periodicals, 
and excelled them in clearness of style. Al- 
ready the daily newspapers have usurped the 
functions of the comic y 4 and of the 
magazine. And now the best writing on 
religious subjects comes from worldly pens.— 
National Advertiser, New York. 

The tendency of the daily paper is 
to supplant all other publications. 
Everybody in America reads it, from 
the hod carrier to the millionaire whom 
he envies. A great host of people reads 
nothing else. These facts make it an 
advertising medium of undoubted ex- 
cellence and power. Toreach the vast 
majority, there is nothing Leiter, noth- 


ing cheaper, 
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THE NUTMEG STATE. 
Office of 
“ THe New Haven RgcIsTeER,” | 
Daily, Weekly and Sunday. 
New Haven, Conn., April 28, 1808. } 
Editor of Printers’ Ink: 
The Xegister is willing to meet the rate of 
the Chicago Record for the insertion of the 
12-inch advertisements of the Ripans Chem- 
ical Co, every issue in the Evening Register 
for one year. In so doing it offers no conces- 
sion from its established rate for the service 
required. Herewith we hand you a copy of 
a letter we have sent to the Geo. P. Rowell 
Advg. Co. We have reason to believe that 
our offer will not be accepted. and we there- 
fore trust you will expose the wickedness of 
the Ripans Chemical Co., who have thus pub- 
licly made an offer which they do not intend 
to permit their advertising agents to live up 
to. Weparticularly desire that you will not 
take action on this communication until you 
have examined a recent copy of the Register 
and made inquiries as to its standing and 
pone in the city in which it. mainly circu- 
ates. If you are then convinced that adver- 
tising space in the columns of the Register is 
not worth as much per thousand of circula- 
tion asin thoseof the Chicago Record, you 
will say so and tell why. Respectfully yours, 
Jouws MATHEWs, 
Mgr. Foreign Advg. 


New Haven, Conn., April 28, 1898. 
Geo. P. Rowell Advg. Co.: 

GENTLEMEN—On the first page of a printed 
circular addressed to us and bearing date 
April 5 7608, Printers’ Ink says: “ It is not 
probable that you will be willing to receive 
advertisements at the same rate as the 
Chicago Xecord.” 

On the fourth page we find printed what 

urports to be a communication from the 
Ri ans Chemical Co. to the Geo. P. Rowell 
Advertising Co. authorizing you to “ place the 
same 12-inch advertisement in any and every 
other paper that will = an equal service for 
an equal charge.” In the paragraph next 
following you invite us to “‘comein and take 
your orders for the insertion of a 12-inch ad- 
vertisement to appear in every issue for a 
year,” and direct us to “apply in person or 
by letter.” 

This is to inform you that we are willing to 
meet the rate quoted (and in so doing we do 
not vary from our established rates), and we 
hereby make application for the advertising. 

The Chicago Aecord price is $8,648.64 for 
204,000 circulation. Our price is $432.00 for 
10,179 circulation, as per sworn statement of 
our business manager, being the actual aver- 
age circulation for the six months endin 
February 28 (average circulation for mont 
of March was 10,471 copies). If the sworn 
statement of our business manager is not 
deemed sufficient proof of circulation, kindly 
inform us what further steps to take in order 
to secure this contract. 

Of course vou understand that the price is 
less to you than that quoted above to the ex- 
tent of the agent’s commission. 

Awaiting your reply, we remain, very re- 
spectfully, REGISTER PuBLisHiNG Co. 


When the letter printed above was 
exhibited to Mr. Oscar G. Moses, 
President of the Ripans Chemical Co., 
he said it was true that he would not 
authorize his advertising agents, the 
Geo, P. Rowell Advertising Co., to 
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accept the proposal of the New Haven 
Register, because he had no knowledge 
that the Register has, or had, or is 
going to have, any such circulation as 
Mr. Mathews talks about, and the 
reason why he is in doubt about it is 
because, in consultation with the editor 
of the American Newspaper Directory, 
he learns that the editor of said book 
has not been able to obtain from the 
Register any signed statement showing 
what the circulation is or what they 
claim it tobe. Doubtless the manager 
of foreign advertising of the New 
Haven Register has some idea of cir- 
culation in his mind, but what that 
idea is the editor of the American 
Newspaper Directory has not been able 
to ascertain, although it apparently is 
something different from the number 
of complete copies printed. Possibly 
by circulation the Register man means 
that for every copy printed the paper 
may count five readers, and therefore 
that the circulation is five times as 
great as the numb>r of copies printed. 
This view of the case, Mr. Moses says, 
is not the one that obtains in the office 
of the Chicago Record, and it is not 
one that he can encourage by cash 
advertising contracts. 

After Mr. Moses had expressed his 
views PRINTERS’ INK’s reporter convers- 
ed with the editor of the American 
Newspaper Directory, who said he had 
never in his born days been able to get 
astatement of the circulation of the 
New Haven Register that would hold 
water. ‘He would not, he said, object 
to a ‘‘sworn ’’ statement from the busi- 
ness manager if rendering such would 
make him happy, but what he (the ed- 
itor of the Directory) would prefer 
would be a SIGNED statement covering 
the period of a full year. He also took 
occasion to say that he would like to 
impress upon the Register that an offer 
to furnish a statement of any kind is 
quite a different thing from actually 
furnishing it. He has, he says, a 
great many offers and promises in the 
course of a year from people who seem 
to be very much in earnest, but who 
somehow always fail to come to time— 
until after the book has gone to press— 
and then are just as unhappy as they 
can be. ; 





“or 

‘ABSENT minded ” would be the mildest 
term we could use to apply to the man who 
would lay all the material in his furnace and 
neglect to apply the match. The merchant 
who fills his store with goods and does not 
advertise has the disease in a more danger- 
ous form.—Prosperity. 


35 
COOLNESS IN THE COAL REGION. 
Office of 
* Dairy Dispatcu.” t 
SHAMOKIN, Pa., Feb. 8, 1897. 


American Newspaper Directory: 

Dear Sirs—With reference to the circula- 
tion of the Daily Dispatch, we have only to 
say that within the past year the bona fide 
daily circulation has never been below 2,300 
copies, often very much higher. Respect- 
fully. £L & GuiTreRMAN, Publishers. 


Office of 

“ Tue SHamoxin Darty HEeRAvp.” § 
The Aera/d not only claims, but has, the 
largest bona fide circulation of any paper 
published in the four counties of the Seven- 
teenth Congressional District, and no circu- 
lation liar is employed to verify this fact. 

Our books are open for inspection. 
H. G. Sree: & Co., Proprietors. 


SHAMOKIN, Pa., April 28, 1898. 

Editor American Newspaper Directory: 
With reference to the statement as to circu- 
lation from Daily Dispatch, we would say 
that we are more than amazed that our con- 
temporary would resort to such a lie, since 
the Daily Herald is “onto them.” We as- 
sure you most positively and can prove that 
the circulation of Dii:patch is not anything 
near what they claim. Don’t publish their 
false claim any more, because it is an injus- 
tice to all newspapers who do not resort to 
lying. The statement is a year old. You 
should ask for a new statement and at the 
same time tell them that their last statement 
has been pronounced false by the Daily 

Herald. Vous truly, H. G. Steet & Co. 


The editor of the American News- 
paper Directory asserts that he has an 
unwritten rule that: Where one pa- 
per in a town gives definite and posi- 
tive information about its circulation 
and another gives no information about 
its issues or tells in such an indefinite 
way that no one would be justified in 
guaranteeing the accuracy of the state- 
ment in the form in which it is given, a 
great deal of consideration is paid to 
the statement about the circulation of 
a rival publication made by the pub- 
lisher who has furnished definite and 
satisfactory information about his own; 
and very little consideration is paid to 
a statement about the circulation of a 
rival made by the publisher who has 
failed to make a satisfactory statement 
about liis own circulat'on. 

Acting on this rule he is, he says, 
compelled to believe that what the 
Dispatch people said in February, 
1897, was true. He states further 
that if it should be proved untrue, he, 
the editor of the Directory, will feel 
very much cut up. 


Beware of the paper whose manager al- 
ways wants to ‘*key” your advertisement. 
“Forced” returns may follow, but seldom 
good business results are secured.—M. Y. 
Electrical Review, 











THE HARNESS TRADE. 


In PRINTERS’ INK of March 23 ap- 
peared the following item : 

Mr. W. A. Grant, editor of the American 
Harness and Carriage Journal of Chicago, 
says that he considers the Harness Gazette 
of Rome, Y., the leading paper of its 
class, and that the claim of the National 
Harness Review of Chicago to an actual 
average circulation of ten thousand copies is 
ridiculous. 

The publishers of the ational 
Harness Review above referred to 
write to say that, inasmuch as the 
American Newspaper Directory has on 
file a detailed statement of the Reviews 
circulation, on which the circulation 
claimed has been accorded, they deem 
the publication of the item an injustice. 
They say, also, that in addition to this 
statement of circulation they furnish 
advertisers with proofs of its accuracy 
in the form of post-office receipts and 
statements of printer as to the number 
of copies printed, bound and delivered. 
A pupil of the Little Schoolmaster who 
looked over an issue of this paper said 
that it might have the circulation 
claimed, but for a trade paper of so 
large an issue it hada very small num- 
ber of advertisements. He then showed 
the Little Schoolmaster a copy of the 
Harness Gazette, published in Rome, 
N. Y., which he asserted had several 
times as many advertisements, although 
it claimed only half the circulation of 
the National Harness Review, Allof 
which convinced the Little School- 
master that somewhere there must be 
a little thread, which if it could only be 
located and pulled would unravel a 
mystery. 


—_——+or—_——_—_——" 
WAR HURTS THIS BUSINESS. 

Frank V. Strauss, who prints the pro- 
grammes for most the New York theaters, has 
found that the war is a pretty formidable ele- 
ment in his business. In discussing the mat- 
ter yesterday afternoon Mr. Strauss said: 
‘“‘In the programme business, of course, the 
income is derived exclusively from advertise- 
ments. The people who do the bulk of this 
advertising have now shut up tighter than 
any lot of Little Neck clams you ever saw, 
giving it as their excuse for drawing in their 
various lines that the outlook is extremely 
uncertain in a business sense. I do not find 
that they are afraid we are going to be licked 
by the Spanish, but that they consider it in- 
judicious at such a time as this td spend their 
money in advertising. Perhaps they believe 
the attention of the people is so closely cen- 
tered on the war as to prevent them from 
reading about anything else. Anyway, ad- 
vertising is dead just now, and the programme 
printing industry isn’t exactly what it is 
cracked up to be."—New York Telegraph. 

—_———_. 

A REPETITION of telling phrases is calcu- 

lated to make at last an indelible im- 


pression, 
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THE GUY BILL A LAW. 

Senator Guy’s bill to prevent false and 
misleading advertising has been signed by 
Governor Black. Twenty days must elapse 
before the bill becoires operative. The bill 
reads as follows: 

“ Any firm, person or partnership of per- 
sons, or any employee of a firm, person or 
partnership of persons, who, either in the 
newspapers or other periodicals of this State, 
or in public advertisements, or in communi- 
cations intended for a large number of per- 
sons, knowingly make or disseminate any 
statements or assertions of facts with respect 
to his or her or their business affairs, espe- 
cially concerning the quantity, the quality, 
the value, the price, the method of production 
or manufacture or the fixing of the price of 
his, her or their merchandise or professional 
work; or the manner or source of purchase 
of such merchandise; or the possession of 
awards, distinctions; or the motive or pur- 
pose of a sale, intended to have the appear- 
ance of a particularly advantageous offer, 
which are untrue or calculated to mislead, 
shall be guilty of a misdemeanor.”’ 


- a +04 
WHERE SAMPLES GO. 

A Red Bank,N. J., correspondent of the 
Bill Board, Cincinnati, writes to that publi- 
cation as follows: 

Grain-O has been advertised here by 
placing samples in the grocery stores for 
customers to get. I got over a dozen myself. 
I asked the clerk for one, and he gave me a 
handful. I know people here who go from 
store to store and get samples wherever they 
are kept. They say they like Grain-O, but 
will not buy any as long as they can get so 
many sample packages free. 


——__ +o —__. 
IN BOSTON. 

The Herald announces at the head of its 
editorial page that its daily average circula- 
tion in April was only 285,392 copies. The 
Globe announces that its average daily circu- 
lation in April was 277,849 copies, and, more- 
over, that this ‘is over 70,000 greater than 
that of any other Boston daily newspaper.” 
The Post circulates and sells something like 
40,000 copies more every week-day morning 
than either of them.—Boston Post, May 3. 

er 


ADVERTISING is not a thing to go of itself 
and carry you, any more than a crutch is; 
but like that useful utensil, it will supple- 
ment it by a little vim or a hustling on your 
own bebalf.—London (Ont.) Echo. 
thine 


BOMBARDMENT 


INSURANCE 


CONSULT 


Frank Gair Macomber 


115 Water St., Boston. 


Tuis reduced reproduction of a four-inch 
double column advertisement in the Boston 
Transcript of April 27 shows that war some- 
times causes new things to be advertised. 
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AMERICAN TRADE-MARKS. 


If any one ever stopped to consider 
the immense value of the trade-marks 
of this country and the very slight 
protection which they have from the 
United States Government, he would 
be astonished. It would not be incor- 
rect to say that the combined commer- 
cial value of the trade-marks of this 
country would reach far into the mill- 
ions. One needs only to consider the 
value of certain well-known trade- 
marks to appreciate the enormous in- 
terests which are involved in adequately 
protecting the owner of a trade-mark in 
his possession of it. The very essence 
and life of many large lines of trade 
lies in the trade-mark, which mark is 
closely related in its value to the gov- 
ernment mark upon coins. It is well 
known that ‘‘ the name often sells the 
goods’’ without any special inquiry as 
to the quality or style of the same. No 
one ever stops to consider whether a 
Dunlap hat is a good hat. He takes 
it for granted, the trade-mark being 
sufficient evidence of first grade of 
quality and full value for the money. 

And so it is with many other arti- 
cles in dai.y use. Under common 
law, the owner of a trade-mark obtains 
ownership by the priority of adoption 
and use. The manufacturer who is 
the first to adopt a special trade-mark 
and puts his goods upon the n:arket, 
obtains what is known as ‘‘ the com- 
mon-layw right of ownership.” The 
limitations of that law are that the 
trade-mark must not be descriptive of 
kind, quality or origin. For example, 
any person can manufacture a ‘‘steel’’ 
bicycle ; the word steel being descript- 
ive can not be used as a trade-mark. 
The mark must be original. 

The question of honest use is one 
which is very important, as the right 
to a trade-mark which professes some- 
thing not given would not be held in 
the court. A manufacturer who places 
upon a trade-mark the words ‘‘ sterling 
silver,” the goods being proved to bea 
large part alloy, would forfeit his right 
to such a mark, as he would not be up- 
held in its possession. Many attempts 
are made to simulate or to copy trade- 
marks so exactly that great advantage 
is gained unjustly from the original. 

It is unfortunate that, as commerce 
is constantly increasing between States, 
there is no national trade-mark law 
which affords adequate protection to 
commercial marks used in this coun- 
try This country is practically with- 


out national protection, as there is no 
criminal punishment existing for those 
counterfeiting trade-marks. The ex- 
istence of a law without definite pun- 
ishment for its infringement is ridicu- 
lous. It should be the wish of all 
business men that the United States 
should join the ‘‘ Union for the Pro- 
tection of Industrial Property,’’ whose 
central office is located at Berne, 
Switzerland. The deficiency of our 
national laws certainly calls for some 
kind of legislation which will more 
adequately protect the owner of an 
asset so valuable as a_ trade-mark. 
The right to such a possession should 
be guarded and protected as carefully 
as the right to any property. The law 
should be so framed as to afford the 
largest amount of protection possible 
to those persons whose originality and 
business ability makes them the pos- 
sessors of a trade sign or mark which, 
as time goes on, may prove far more 
valuable than many salesmen. 

Let us hope that Congress, at the 
very earliest opportunity, may remed: 
this economic evil and supply protec- 
tion which will make fraud in this 
matter impossible.— Business. 


A PECULIAR NEWSPAPER MAN. 
I have paid my way on railroads before 
this, and I admit that I rather like the idea. — 
WS. Cappeller before Ohio Editorial Ass'n. 





Wuo knows where the graveyard is 
Where the fox and the eagle lie ? 
Who has seen the obsequies 
Of the red deer when they die? 


The common forest brown 
Covers them over with Quaker grace 
Just where they laid them down, 


If you see in summer a deeper green 
ere and there it is like to be 
The spot where their bones have been. 
—William Herbert Carruth. 


BUSINESS EXPRESSION. 





‘ENLARGING HIS BUSINESS,” 
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NOTES. 


Tue Bill Poster and Display Advertising 
have been discontinued. 

‘Tue San Francisco Budlletin’s daily aver- 
age circulation for April was 33,691. 

_A Brooxtyn shoe dealer describes his 
girls’ shoes as “‘ great hits for little misses.” 

ADVERTISING agents report that summer 
resort advertising has fallen off appreciably, 
both for shore and inland resorts.—A/sany 
Evening Yournal. 

Tue Wisconsin Legislature has passed a 
law requiring that a baking powder contain- 
ing alum must labeled accordingly.— 
National Advertiser. 

Tue feminine “ sandwich” is a novelty in- 
troduced by London advertisers. It is safe to 
assume that an innovation of this kind would 
not be tolerated in New York.—7rath. 


H. M. Watt, clothier, who has been in} 
business in Newton, Mo., during the last ten | 


ears, has offered a prize for a copy of a 
ewton paper issued during that time which 
does not contain one of his advertisements. 

TueE New York office of the Newark (N. J.) 
Ez ening News has been established in room 
F, seventh floor of the St. Paul Building, New 
York, Advertising copy delivered there be- 
fore noon receives insertion in all editions of 
the same afternoon’s Nezs. 

Appison ARCHER, notorious throughout 
the country for his attempts to bunco certain 
newspapers, has been heard from in Newark, 
N tis understood that a publisher in 
Chattanooga, Tenn., is anxious to have 
Archer arrested. Addison is a frequent con- 
tributor to Printers’ Inxk.—National Ad- 
vertiser, New York. 

Tue war fever has become contagious 
among some advertisers. All kinds of war- 
like terms are being used as “‘attractive”’ 
captions for ads. Here is one from a Wil- 
liamsburg clothier. How patriotic it sounds ! 

DON’T ENLIST! 

Uniforms would not become you so well as 
one of our $7.50 suits, marked down from 
$x4. Korner & Co, 

Tue National Cash Register Company, of 
Dayton, Ohio, has sent in one hundred sub- 
scriptions to Success, the New York monthly 
devoted to the subject indicated by its name. 
The company writes: “‘ We are desirous of 
having as many of our employees as possible 
subscribe for Success. We expect to send in 
another list within a week.” The cash reg- 
ister people are evident!y efficient canvassers. 

Tue following additional suits were filed 
yesterday against the Terraline Company, to 
recover upon advertising contracts: The 
Morning News Company, of Savannah, Ga., 
for $373.47; the Post Printing and Publish- 
ing Company, of New York, for $618.30; 
Evening News Publishing Company, of Bal- 
timore, for $491.12, and the Evening News 
Association, of Detroit, for $1,026.40.— Wash- 
ington (D. C.) Post. 

Tue Cleveland Press is one of the Scripps- 
McRae League newspapers, and claims over 
100,000 circulation. Its publishers say that 
it prints more inches of advertising in six 
days than all the other English dailies in 
Cleveland print in seven. Also that the cost 
of reaching each individual buyer of Cleve- 
land and vicinity is fifty per cent‘ lower than 
any other medium in Northern Ohio. Any- 
how, its advertising columns look mighty 
prosperous, which is a good sign.—Char/es 
Austin Bates Criticisms. 

Among the sources of revenue to be creat- 
ed in view of the necessities of war the New 
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York Tribune advocates a tax on theatrical 
posters. Certainly there is none on which 
people generally would look with more com- 
placency. A pretty considerable revenue 
might be derived from them, and if the tax 
could be graduated according to size, variety 
of color and propriety of posture it might re- 
duce to some extent the frightful displays 
exhibited on the billboards, walls, fences and 
trees.—New Bedford (Mass.) Standard. 

ALrrep J. CAMMEYER, of New York, ad- 
vertises : rave shoes and boots for brave 
soldiers are to be found in our store. Shoes 
to travel after the enemy in. Boots to kick 
him with, Loots and shoes that do not run 
away with a man, but keep him in line with 
his face to the foe. ‘Tramping boots and 
shoes for real war. We have them by the 
thousand pairs. Boots and shoes to tramp 
all day and sleep in all night if need be, and 
are easy und comfortable, strong and lasting 
to keep on Saws after the foe for days 
and nights, for weeks and months, until heis 
found, fought and whipped. 





eo 
ORIGIN OF THE READY-PRINT. 

It was as long ago as the year when the 
civil war opened that A. N. Kellogg, then 
publishing a Wisconsin weekly, found he 
couldn't get his paper ready because his as- 
sistant had enlisted and gone to the front. 
An inspiration came to him. He sent to the 
Daily Journal of Madison an order for half- 
sheet supplements to fold in with his own 
half-sheets. They came, and as he folded 
them another thought came also. If the two 
half-sheets were together as a whole sheet, 
the paper would be just as readable as though 
it had all been printed in his office, and the 
cost would be far less. His next order to the 
Daily Journal was for war news printed on 
one side of a full sheet, instead of on both 
sides of a half sheet. In his office at Bara- 
boo Mr. Kellogg filled up with his own news 
the blank side of the sheets struck off in 
Madison, and on July 10, 1861, he issued the 
first auxiliary paper. He continued to print 
this way until 1865, and the Daly Journal 
continued to increase the number of its out- 
side customers until it had supplied thirt 
country papers as it had supplied Mr. Kel- 
logg. In _ 1865 Mr. Kellogg went into the 
business himself.—Newspaperdom. 

SS — ee 


A WHOLESALERS’ ADVICE. 

_It is a mistake to scatter your appropria- 
tion through half adozen journals simply be- 
cause the town is supporting that many 
papers. The result is, you have small ads in 
all; you are nobody anywhere, whereby if 
ou will concentrate your space in the two 

st papers, then the people will give you 
credit for being a plunger, a heavy adver- 
tiser, an enterprising merchant.—Prosperity. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


GEORGIA. 


G OUTHERN FARMER, Athens, Ga. Leading 
Southern agricultural publication. ne 
people read it; 22,000 monthly. Covers Sout! 
and Southwest. Advertising rates very low. 


KENTUCKY. 


CRM INQUTRER, daily, Sunday and 

Twice-a-Week, publishes more news, fresher 
news, and is more extensively read than any pa- 
per in Western Kentucky. 
































— 
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SOUTH CAROLINA. 


‘HE COLUMBEA REGISTER—daily an: 
‘I —is the only any — in South ir Garolien 
giving a owern and led circulation state- 





famil y newspaper Ts in the State. That’s 
why it pays to advertise in THE REGISTKR. 


WEST VIRGINIA. 


] SEEING NEWS is credited with 
\ ire’n than any other W.Va. English daily, 











Displayed Advertisements. 


50 cents a line; $102 a} @ page; 25 per cent 
extra for specified position—t/ granted. 


Must be handed in one week in advance. 


THE EVENING CALL 


ep INDIANA, 
is the best daily newspaper in America for the 
size of the A iti ist, raphically handsome, 
accurate and reliable. -Member Associated Press. 
It has more home advertising and foreign adver- 
tising thanany ofper evening pe paper initsfield. It 
brings results. It is read by classes. 


PHENIX, ARIZONA, 
is the trade center of 
a“ Prosperous people. 


Arizona Republican 


published every morning 
in the year, is read by the majority 
of these people. 
For rates and information concerning this 
progressive newspaper, see 


H. D. LA COSTE, Eastern Agent, 
38 Park Row, New York. 











For Sale! 


A Class Journal, only one 
of its kind in the South, 
Established nine years, 
now on a money-making 
basis. For full informa- 
tion address 


SEND fora sample of m: y large fs ogee 
tisers—size 1ixl4. Price per oo = 
dress WM. JOHNSTON, 10 Spruce Ja 





=!The Detroit Suns 


TWO DISTINCT PAPERS. 


THE ILLUSTRATED SUN 
THE SUNDAY SUN 
The circulation of the former is prin- 
cipally in Michigan, Ohio and Ontario. 
he latter is confined to Detroit and 
environs. The street sales of the Sunday 
issue are greater than any other Sunday 
paper pub ~~ iu Detroit, with one ex- 
ception. The local weal patronage will aver- 
age 35 columns weexly. This shows how 
Detroiters look on it as a medium. 

The IMlustrated Sun gives fair returns 
to mail order advertisers. For the low 
rate charged, the returns are consid- 
ered by everybody who use it as being 
very good. We accept business from 
any reputable Advertising Agency. 
Patronscan discontinue at any time, for 
any cause, r low rates, etc., write 
DETROIT SUN, Detroit, Michigan. 





E. R. PIERCE, Generac Manacen. 
State Capital Savings 
and Loan Association. 


UNDER SUPERVISION OF STATE BANKING 
DEPARTMENT OF PENNSYLVANIA, 








HARRISBURG, Pa., March 10, 1898 
THE Farasor CO. 


arrisburg, Pa. 
Gentlemen—Herewith copy for adver- 
tisement to — as per arrangement with 
your Mr. McCullough. 
December and the early part of 
January we did some sarees = n THE 


saan, using inches display 
Le” st it is: not customary 
jay Savings an n_ Associations to 


advertise to a considerable re in 
rs, we watched this experi- 
interest 


eminen satisfactory to us. 
replies, th from Harrisburg and the 
surrounding country, were immediate 
and numerous and, more to the purpose, 
brought us such a volume of business as 
to tho ly —- us = = ) ad — 
Fd both in t this city 2 ot thro h 
um Ss ° 
out Central Pennsy! ania, - 
Yours truly, 
STATE CAPITAL SAVINGS 


AND LOAN ASSOCIATION, 


EDWARD R. Face, 
“ General Manager, 














Box 702, Atlanta, Ga. 





Ir IS INTHE kL THE 
CURVE "OF 





EFFSEY FALCON PEN 


has a finely tempered steel point and is made asis shown 
in this illustration with a curved body, which gives to 
the pen an C—_ spring and enables it to t hard 


tes with equal ease ee prow or smooth 


4 Za: wear. I 
, Itl te io twi as an steel 
SAND THE 51.00 per b box fat C- — “tor 10¢. Not 
‘or 





p Bh et 
NT JOHN H. COOK, RED BANK, N. J. 


ey say it lasts too long. Write 
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Texasisthe greatest State in the Union. § 
There are over 300,000 Baptists in Texas, 


THE 
TEXAS 
BAPTIST 
STANDARD 


is their chief denominational medium. 
The STANDARD has the largest circula- 

tion of any religious paper published in 

the Southern States. 

The following affidavit proves that 
fact: _ on 

co, TExas, February 3, 

To WHOM In May’ CONCERN : . 

This certifies that the smallest number of 
complete copies of the TEXAS BAPTIST STaND- 
my 4, prin during any week of 1896 was 

J. B. CRANFILL, Proprietor. 
‘Seal.) FS M. HaMILToN, n. 
iT. CLAIR LAWRENCE, Mailing —. 
WOE. 2. and sworn to before me b 
Cranfill, T. M. ae and St. C i: 
) A this 3rd ae of February, 1897. 
Jno. T. BATTLE, 

Notary Public, POR pa Co., Texas. 
Advertising rates are reasonable. 
Write to the Texas Baptist Stand- 

ard, Waco, Texas, for sample copy 

and rate card. 

























Ei ht pages—Daily and Sunday 
—English and Yiddish—1 cené. 


UNIQUE 
BRIGHT 
ENTERPRISING 


THE JEWISH 
DAILY NEWS 


posoayasy 


Printers’ Ink says: 


“The Jewish Daily News with a cir- 
calation ¢ of 17,000 is an afternoon sheet, 
at 185 East B’way, New York. It 
is the outgrowth of t é Jewish Gazette, a 
weuy established in 1874. 

The subscription lists of more than 
ment defunct competitors are kept 
alive for the Jewish Gazette by seven 
trained traveling agents. 
nearly 25,000. 

“The parents read the news columns 
in the YIppISsH pages of the paper, while 
the children look to the English part for 
Jewish news and special features they 
can not find elsewhere. These papers are 
thus read by both generations. 

“ Yiddish is more spoken in N. Y. than 
any other foreign language but Ger- 
man.” 





Circulation 





Specimen Copies Sent Free. 











| To Get dice: sede 


Advertise in their favorite family paper, 


THE EVENING JOURNAL 


of Jersey City, N. J. 


Average Circulation in 1897, 
Actual. Average Circulation for Nov., Dec. and fine 15,407 


- 14,756 











Circulation Record for the year 1897. 


‘TOLEDO EVENING 


Sold 6,749,714 Copies. 
Daily Average, 21,843. 


Send for advertising rates and sample copies. 
NEWS PUB. CO., ToLEepo, Onto. 
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IT LEADS The Bicycle Trade and Rider, 
ALL RIVA LS. WEST OF THE RIVER, 


IS ONLY REACHED THROUGH 


vevcoweecy | THECYCLING WEST 
WORLD) oe smscee 


| you have none, and help the agents 
Daily and Twice-a-Week, | $ you have, by advertising your goods 
before the riders in their vicinity. 





has a larger aggregate weekly cir- 


culation than. that of any other 
WE HELP BOTH. 
| 


NO OTHER CYCLE PAPER REACHES 
OUR FIELD. 


WE ARE ALONE. 


two newspapers in British Colum- 
bia combined. It is recognized 
as the best advertising medium in = | 
the Northwest. | 





Write us for special inducements. 
Send for Sample Address 


wi Loor, 4, THE WORLD, The Cycling West Publishing Co. 
4 Vancouver, B. C, BOX 133. DENVER, COL. 
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i i H Tuk INLAND has now a circulation of over 120,000 guaran- 
The Right Circulation. teed. Proof of which will be given before pay is ex- 
pected for advertising done. Post-office Receipts, Paper Mill Account, Press Rooms, 
Subscription Lists, are all open to advertisers. 
. i inci Any advertisement can be discontinued at any time for any 
The Right Principle. reason. Paying only for space used. We rely wholly on 
making the advertisement pay you to hold your business. We have been told re- 
peatedly that this was poor policy; it might be for some papers but not so with us. 
Our advertisers don’t want to quit, they admire the fairness of the proposition and 
tell others. Asa result and Prayer Meeting 
our patronage in- Lessons. The last 
creases; so far this three departments 
year our advertising is named secure us nine- 
over 100 per cent great- ty per cent of our sub- 
er than for same pe- scriptions and which 
riod last year—that’s to be of value must be 
what talks. studied weekly. Thus 
° tisement is 
The Right Features. oy 
ept in the home an 
THE INLAND is a relig- eulire month and real- 
ious and home journal ly the advertiser gets 
= 7? - as much benefit from 
editorials on me 
Topics, Home Depart. one — ay 
ments, Floral Sugges- INLAND as he wi : 
tions, Stories, Cartoons four insertions in a 


and the best of general weekly of same circu- 
articles, we have the lation. You save the 


Sunday School Les- cost of three insertions 
sons, Junior Topics by using THE INLAND. 


H 4 Rate—Reading Notices or Display, 50 cents per line. It does not 
The Right Price. cost a fortune to try THE INLAND, but it may help make one. 


THE INLAND, ¢rits‘cio ts rms won, 
500 TauPia CouR®. St. Louis, Mo. Borer BUILDING. 


F. E. MORRISON, SPECIAL REPRESENTATIVE. 
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WHAT IS CIRCULATION ? 


We agree with Mr. Rowell that circulation 
is copies printed and mailed. We print and 
mail one million, five hundred thousand sep- 
arate copies of the Vickery & Hill Magazines 
every month to one million, five hundred ' 
thousand live men and women. Most of 
these are paid subscribers. We sometimes 
mail more but we never mail less, in any 
month. Hence we state it in this way: 























VICKERY & HILL LIST 








500,000 corts 


each month guaranteed. 














If we were to count five readers to each copy, 
as publishers usually do, we would 
state it this way: 


arate 


Seven Million 
Readers 


You can look at it either way, but if you are 
an advertiser it will pay you to look 
at it twice. 


THE VICKERY & HILL CO., 


NEW YORK OFFICE, 520 TEMPLE COURT. 
JOSEPH W. KENNEDY, Advertising Mgr. 
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[R<<<<KEKE EEE 


When It Had 
200,000 People 


Arkansas Was 40 Years Old 
Illinois Was 30 Years Old 
Iissouri Was 30 Years Old 
lowa Was 20 Years Old 
Nebraska Was 20 Years Old 
Kansas Was 15 Years Old 
Oklahoma Was 6 Years Old 














There are only three Railroads which 
reach Oklahoma’s 250,000. These three 
center in Wichita. During the year, 


1897, the 
. Wichita Eagle Printed 
1,389 Columns 
of Oklahoma Dispatches 
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will print more Columns in 1898—and 
the EAGLE is the Daily Oklahoma YN 
reads. 

R. P. TIURDOCK, 


IX 
Business [anager. YN 
aN 
uN 


@=e0e @ 


The S. C. Beckwith Special Agency, 


*‘ The Rookery,”’ Chicago. 
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sees the Tacoma daily LrepGEerR the most en- 
terprising newspaper published in the State 


$ $ 
‘ 

é $ 
: 

é * 
of Washington. $ 
NEW SUBSCRIBERS $ 

é 

. 

¢ 
¢ $ 


| 





3 5OO added to its subscription 
9 


list since July, 1897. 





Circulation guaranteed by the Advertisers’ 
Guarantee Company, of Chicago. 


SPVCVVVSSSVSVVSVSVVHSSSVSSVSVSVSVSSVSVS 
SHIPS start from... . | 
MINERS start from. . . 
OUTFITS are bought in 


TRADE controlled by . 
KLONDIKE GOLD comes to... .. acoma 
GOLD smeltedin.... 
INFORMATION pub- 
lished in the LEDGER 


Sapte Perareree 








The people of the State of Washington have 
plenty of money this year. The crops were 
enormous and prices are high. Industries of 
all kinds are flourishing and prosperity is here. 


To reach the people of this great coast 
the TACOMA LEDGER is the means. 


THE S. C. BECK WITH SPECIAL AGENCY, 


NEW YORK. CHICAGO. 
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KANSAS IN 1897 


Value of Agricultural Products, . $136,335,258 
Value of Live Stock, . .... 94,074,885 


Sata as 


IF YOU HAVE SOMETHING No State in the Union offers a more 
promising field for you in 1898 than 
TO SELL THAT IS the Sunflower State. If you want 


USED BY THE FARMERS _ ‘to get your share of the business, and 


have anything to say about your ad- 
vantages, the way to get such a statement before the best farmers of 


we 
Semi=Weekly 
Capital 


THE FARMERS’ NEWSPAPER OF KANSAS. 
THE SEMI-WEEKLY CAPITAL IS_ It is read not only by more 


Kansas farmers than any other 


THE LEADING FARM AND paper published, but by the 
FAMILY NEWSPAPER OF KANSAS best class of farmers through- 


out the State. 

In all the political storms of the last five years The Semi- 
Weekly Capital has appealed to the successful ean, and not to 
the failures and calamityites. It advocated a gold standard three 
years before the St. Louis convention adopted its platform. The 
readers of The Semi-Weekly Capital believe that success and 
prosperity are due to ‘intelligent farming and hard work, and not to 
visionary government schemes. Last year’s crops and this year’s 
promise warrant the expenditure of money for machinery and farm 
implements on the farms and in the homes of Kansas farmers as a 
business proposition, 


IN KANSAS no daily, weekly or pemi-weokly paper is ,credised 
with so large a circulation as that accorded the Topeka Semi- 
Weekly Capital by the American Newspaper Directery. 


IN ALL AMERICA but five other semi-weeklies have credit for 
so large a circulation as is accorded by the American News- 
paper Directory to the Semi-Weekly Capital. 


Average Circulation for 1897, 15,953 Copies Each Issue. 


The Semi-Weekly Capital goes to over 1,300 post-offices and every county in Kansas. 


THE S$. C. BECKWITH SPECIAL AGENCY, 
Sole Agents Foreign Advertising. 
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EASTERN AGENCY, WESTERN BUSINESS OFFICE, 
Tribune wetted New York. “The Rookery,” Chicago. 
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ADVERTISERS 


Your list is 
not complete 
unless it includes the 


Nickell Magazine 


The only standard, high-grade five-cent Magazine in 
the country. 

We ask you to compare the NICKELL with any Maga- 
zine in the land; on its excellent literary attainment, 
artistic composition, paper, press work and general tone 
and quality, it is second to none and is most certainly, 
considering value given, the Magazine of the century. 

With June number begins the greatest serial of the 
year, “The Countess of Tekla,” by Robert Barr. 

This exciting and splendidly written story, undoubtedly 
the author’s greatest, will create immense interest amongst 
the reading public, and prove veritable “Three League 
Shoes ” to the NICKELL in its already rapid march to the 
front in Magazine circulation. 

Over 300,000 people live in the homes now visited by 
the NICKELL MAGAZINE and this list is being added to 
daily. If you want those readers as customers, the 
NICKELL will give your goods an introduction that will be 
effective and lasting. 


A guarantee with each month’s issue. 
Send at once for sample copy and rate card. 


Nickell Magazine, 
4 Alden Court, . Boston, Mass. 
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“‘Two heads are better than one” 


The 
Gibbs 
& 
Williams 


Co 





LITHOGRAPHING DESIGNING 
PRINTING ENGRAVING 


18820 
Oak 
Street 
NY 


Corner 
New Chambers 
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f the Foremost 


daily papers on the Coast, 


covering thoroughly Cali- 


fornia’s 


and th 


third city, Oakland, 


e adjacent town of 


Alameda. 
Printers’ InxK selects the 


Oakland Tribune as one 





‘of the 


best advertising 


media on the Pacific Coast. 


GUARANTEED CIRCULATION : 


DAILY, over 8,700. WEEKLY, over 5,500. 


Representatives : 


THE E. KATZ ADVERTISING AGENCY. 


230-234 Temple Court, 
NEW YORK. 


115 Bush Street, 
SAN FRANCISCO, CAL, 
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Real Elevated 
Railway 
Advertising 


In the cars and on the stations of the 


Brooklyn “L” 


Nothing like it anywhere 


either for display 
or price. 





GEO. KISSAM & CO. 


253 BROADWAY, N. Y. 
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WE’VE HAD 


A Great Big Boom 


ON THE 


BROOKLYN L 


Advertisers are beginning to realize that 
the traffic has increased very largely 
during the past year, and they’re flocking 
in fast. Nowhere can you get such 


display or such value. 


$100 per month, 
285 Cars (297 July Ist), 
16x 24-inch Card. 


The only real ‘‘L” Road advertising in 
America. Nobody can equal it, let alone 


beat it ! 


June 15 we Run Over the Bridge ! 


GEORGE KISSAM & CO., 
253 Broadway, New York. 
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RIGHT IN FRONT 
OF THEIR EYES. 


That’s where your advertisement 
should be to get the attention of 
the buyers of goods. Put them 


where people mast see them and 


put them in the 


STREET CARS 


‘ 


but get the BEST Street Cars. 


We believe ours are the best. 
Send a postal for latest folder. 
Aff 


GEORGE KISSAM & CO., 
253 BROADWAY, NEW YORK. 
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The Giant of <SxSxSxS 
The Five-Cent Magazines 


THE 


HALF HOUR 


The best and cheapest monthly pub- 
lished. 

As attractive and as interesting as 
many of the more expensive magazines. 


NOTHING LIKE IT 
FOR THE MONEY. 


Advertisers report a large number of 
replies from the HALF HOUR. 

Advertise now in the HALF HOUR 
and get the benefit of low rates and 
rapidly increasing circulation, 

Your regular agent will quote you 
prices, or write to us direct. Copies of 
the HALF HOUR on all news-stands 
throughout the country. 

Please send for sample copy and rates. 


WY 
George Munro’s Sons, 


47 to 27 Vandewater Street, 
New York. 
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» The Biggest : 


“iN 
, ; 
i Liar Wins y 


UN sometimes—but we want a NV 
A truthful, hustling representa- NV 
A\N tive in every manufacturing NV 


U\N city who can get advertising. W 
We want him to investigate W 
vin thoroughly before he begins 
mIN work—then he can know what */\s 
YIN : W 


AN . he talks about. W 





a Are you the man? WW 





an Thea write to M.. W 


{\\ NEW IDEA PUBLISHING CO., W 
AN 636 & 638 Broadway, - ” « New York. \ Y 
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Newspaper men who desire to attract the 
attention of Proprietors of Schools and 
other Educational Institutions to the merits 


of their publications as mediums for their 
advertisements would do well to avail them- 
selves of the special School number of 
PRINTERS’ INK for May 25th, which will 
go to nearly every Educational Institution 
in the United States, The edition will be 
above 25,000 copies, and will afford an op- 
portunity for placing arguments where those 
interested in advertising Schools will see 
them at the very time when they are mak- 
ing plans for advertising intended to inter- 
est the possible pupils for next term. 


SCHOOLS 


ADVERTISING RATES 
FOR THE SPECIAL EDITION ABOVE ANNOUNCED; 








Ciassifi d Advertisements (no display), 26 cents a line. 
Displayed Advertisements, 60 cents a line, or $100 a page. 
Special positions, 25 per cent extra, if granted. 





JUBILEE NUMBER 
The issue of PRINTERS’ INK for July 6, 1898, will be first number for the eleventh 
year, and will be a Special Jubilee Edition. 





Special Rates for the Special Editions: One Page in Both Issues, 
$200 net; One-quarter Page in the Two Issues, $50 net. 
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The Enemy Routed 


230030 SR eeeeec 





The naval battle at Manila, completely 
annihilating the Spanish fleet, reminds me of 
my battle with high prices which occurred 
about four years ago. Although outnum- 
bered by the enemy I fought bravely, and 
within one short year had won a decided 
victory, and was crowned “ The man who 
revolutionized the ink trade.” 

I guarantee my inks to be the best ever 
made, and if not found as represented I buy 
them back and pay all freight or express 
charges. Send for my price list and printed 


specimens. Address 


PRINTERS INK JONSON, 8 Spruce St., New York. 


My News Ink is sold as follows: 





500 Ib. Barrels, at 4 cents, - $20.00 
250 “ Kegs “ 4y “* . 11.25 
00 « « “§ « . 5.00 
50 « « “« 5% . 2.75 
235 « « “6 « - 1.50 











My Terms are Cash with the order. 
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W Iaathaat “ 
wW Over the prospect of a war with Spain. If wW 
W fight we must, the Buckeyes will rally as one W 
As man to the defense of their country’s honor. “/\s 
W - P W 
es At present they are willing to let President Y 
\W McKinley direct the ship of state while they W 
\Yy ‘lay low” and get ready to take full advan- W 
WW tage of the prosperity which is indicated in W 
W every corner of the great State. WW 
W W 
W : - W 
© ine Unio select LIST» 
W W 
W W 
wW Will place your advertising in the homes of W 
\(\/ these people and charge only fair, honest, 
‘if living rates for the service . yy 
V7 Vv 
(7 Akron, Kenton, Portsmouth, 7 
W Beacon-Journal. News. Times. wW 
Wy Ashtabula, Lancaster, Salem, W 
‘i Beacon, Eagle. News, W 
Ww’ Bellefontaine, Lima, Sandusk A 
W Index. Times-Democrat. a 4 \W 
\\7 Bucyrus Mansfield ; , \/ 
V Y ihn News. Sidney, \ J 
W Cambridge Marietta, Demeorat-Hews. \W/ 
\ Y Jeffersonian. Register. Springfield, W 
W Defiance, Marion, Repabtio-nimes. () 
W Republican-Express. Star. Warren, W 
7 East Liverpool, | Massillon, a W 
\ y Crisis. Independent, Wooster, W 
W Findlay, Mt. Vernon, Republican. W 
W Republican. News. Xenia, bi 
W Gallipolis, Newark, Gazette and W 
) Journal. Tribune. Torchlight. WJ 
\7 Hamilton, Norwalk, Youngstown, (i 
wW Republican-News. Reflector. Vindicator, \ y 
\ + Ironton, Piqua, Zanesville, \ y 
lrontonian. Call. Courier. W 
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R-I-P-A-N-S 


A revised Price List for the protection of wholesaler and 
retailer under the workings of the new 


Revenue Stamp Law 


With a view of protecting against loss the wholesaler and the retailer who 
may have some of our goods on hand at the time the proposed internal revenue 
law goes into effect. requiring the affixing of a revenue stamp to proprietary 
medicines ; and at the same time adjusting some inequalities found to exist 
in our price list, this is to announce that on and after the day the law goes 
into effect requiring the affixing of the stamps, the prices at which Ripans 
Tabules will be sold will be as follows : 


THE 5-CENT SORT. 
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THE 25-CENT SORT. 


1 carton, - - - 5 cents lbox,- - - ~- 25 cents 
ldozen, - - - 48 * ldozen,- - $2.40 
1 gross, - - $5.18 l gross, - - $25.90 
5 gross, - - $24.60 5 gross, - - $123.00 


No lower price for larger quantity. 
4 


THE 50-CENT SORT. THE $i SORT. 


lbox, - - - 50 cents l bottle, - - $1.00 
ldozen, - - $4.80 1 dozen, - + $9.60 
l gross, - - $61.89 1 gross, - ~- $103.30 
5 gross, - $246.00 5 gross,- - $492.00 


No lower price for larger quantity. 


It will be perceived that the advance is something more than the price of 
the stamps, consequently there will be a proportionate profit resulting to those 
wholesale or retail dealers who have our goods in stock, after assuming and 
paying the expense of stamping, as they will be required to do by the law. 

The present price of the $1.00 bottle is $86.40 per gross. The cost of 144 
four-cent stamps is $5.76, which added to $86.40 would make the gross price 
$92.16 while the price at which the goods will be sold, after the stamp law 
goes into effect, is $103 60. 

It is hoped that this new adjustment of prices will enable the retaiier to 
obtain the schedule price for our goods, for which we shall stimulate a de- 
mand by more extensive advertising. 

The payment-in-advance feature of what is now our principal preduct will 
not be insisted upon «.fter the new price list goes into effect—the price for the 
5-cent sort, like all the other varieties of our goods, being subject to a rebate 
of the cost of freight when the buyer remits in payment of the invoice within 





thirty days. 
May 3, 1898, 


THE RIPANS CHEMICAL CO., 
No. 10 Spruce St., New York. 
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Ripans Tabules, ten for five 
cents, please everybody 
and make the Drug- 
gists happy and 
prosperous. 


IN NEW YORK CITY. 


Atwood Pharmacy, 846 Broadway, bet. 13th 
and 14th sts. Large sale every day. The 
five cent cartons just what the people want. 

Van der Emde Pharmacy, 313 Bowery, opp. 
Bleecker st. Selling three or four dozen 
5-cent Ripans per week. 

Thomas Latham, 1309 3d ave ,cor. 75thst. We 
are selling an immense lot of Ripans Tab- 
ules. Those people(R. C. Co.) are up with 
the times, and know what the people want. 
Five-cent and ten-cent goods are the com- 

ing perirqne> of America. Rich ple 

are in the minority. The trade of the poor 
is the one to cater to, and the call is for 
five cent and ten.cent goods. 

Meyer Bros., 1210 3d ave. What are those 
people thinking of, selling ten Tabules for 
five cents? People won’t buy anything 
else but five-cent packages. 

The Rhinelander Pharmacy, 2d ave., cor. 65th 
st. Yes, sir, we sell a good many Ripans. 
There is more money in the 5.centkind and 
no cutting prices. 

A. J. Dittmar, 1180 2d ave., cor. 2d st. 
Are selling very well, A 5-cent article is 
what sells now, and they are a good thing 
for a druggist to handle. There is no dan- 
ger of their getting to cutting prices. 

Louis Stuermer, 858 2d ave., near 46th st. Sell- 
ing well. Only one fault to find with 
Ripans—they are killing the sale. of our 
Ri 8; but I suppose we might as well sell 

ipans. That was a wise plan _ to put the 
price of Ripansat five cents. If amancan 
purchase what he wants for five cents he 
always has it. Ifit cost forty cents or fifty 
cents he does not make the purchase. It is 
just like ing to Coney Island with a 
pocket full of change. 


D. Davidson, 113 52d ave., near 60th st. 
Selling a few five-ceat Ripans. They take 
the lead of anything else on account of 


the price. 

J. Bogathy, 54th st. and 2d ave. We sell two 
or three dozen a weex of the five-cent size. 

Francis X. Hart, 1077 2d ave., cor. 57th st. 
We are selling quite a good many five cent 
Ripans Tabules. Itis the five-cent article 
that sells nowadays. Any one will spend 
five cents to try a new thing. Were the 
price more, they would never give it atrial 
and never know its merits. 

N. Leslie Littell, 731 2d ave.,one door above 
39th st. Weare selling quite a good many 
Ripans. Five and ten-cent goods are taking 
the lead on everything nowadays, and they 
are the people that get the trade. 

Medical Hall, 652 2d ave. Areselling a good 
many Ripans. I have been in business here 
thirty years, and am convinced that the 
Ripans Chemical Co. have done just the 
right thing to put a five-cent package of 
Tabules on the market. They have got 
ahead of some one else. 

Carl E. Kessler, 621 2d ave., cor. 34th st. Five- 
cent Ripans Tabules are selling like hot 
cakes. Five-cent goods sell well around 
here. That price seems to be about what 
people want to pay for almost everything. 

German and American Pharmacy, Geo. W. 
Kirchhoffer, Mgr., 359 2d_ave., near 2ist st. 
Ripans selling well. Five and ten-cent 
goods are just what they want in this 
neighborhood. 

Abraham Weiss, 146 2d ave., cor. 9th st. 
Ripans are selling well. A five-cent article 
sells quick and is just what the people 


want. 

Henry J. Reel. 214 Monroe st., bet. Scammel 
and Gouverneur sts. We sell a good many 
of the five-cent Ripans. 

Manhattan Pharmacy, 298 E. Broadway, cor- 
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Scammel st. We are selling a good many 
Ripans Tabules. The Ripans ten for five 
cents on the pagal has made a good many 
customers for 

L:nk Bros., 193 East Houstonst. We are sell- 
— a good many five-cent Ripans. They 

e very well in this vicinity. 

A. W. Weismann, 257 Broome ‘st., cor. of Or- 

aa. We are only selling the five-cent 


He a4 Buggie, $21 Ist ave., bet. 18th and 19th 
sts. I sella few of your Ripans. The five- 
cent i sells pretty well. 
Chas. W. Roux, 88 ist ave., cor. 2d st. Yes, 
sir, we are selling Ripans Tabules. It is the 

5 cent and 10-cent goods that sell nowadays. 

H. Adolph Engel, 259 Ave. A, cor. 16th st. We 
are se we b good — Ripans. Fivecents 
is a popular price, and people rather pay 5 
cents one hundred times than to pay 50 
cents once. 

Dr. L. Sehulz’s ma Pharmacy, 227 Ave. A, 
cor. 14th st. bee are selling fast. Those 
little 5 cent pac ages “just g 

Herman Hobein’s Pharmacy, OT E. Houston 
st., cor. Pitt st. Ripans are going very well 
with us. A 5-cent article always sells 
readily. 

Theodore P. Rogers, 254 Ave. B, cor. 15th st. 
Ripans selling first rate. That 5-cent kind 
is what they cail for here. People like to 
buy an article they can get for 5 and 10 
cents, and 5 cents suits better than 10 cents. 

Stephens’ Pharmacy, 426 E. Houston st., cor. 


ve. D. e are selling Ripans. There is 
being quite a run made on those goods 
now. Five cent article just meets the de- 


mand. 

Charles F. Klippert, 1967 Ist ave., cor. 87th st. 
Ripans selling well. Five-cent size just 
= t. The smallerthe price, the better the 


zawst Reve Co., 2457 Sth ave., bet. 13ist and 
1324 Ripans having a splendid sale. I 
sell ave or four dozen a day. I liketo 
sell Ripans. There is a good profit, and no 
cutting on the price. I tell you that wasa 
great scheme bee the price Was made 
five cents. They go-no 

Adolph J. Linser. Stet Amsterdam ave., near 
167th st. I sell quite a good many Ripans 
Tabules. Anarticle that retails for 5 or 10 
cents is sure of —— when they will 
stand the test like Ripan 

Wilbur F. Rawlins, 2536 Eighth ave..cor. 135th 
st. Ripans lead all other dyspepsia prepar- 
ations asaseller with u- ink it will 
ually be the champion seller for dys- 

ja, constipation, etc., every where. The 

Price. 5 cents, will bring it tothe front. 

The wet os Avenue Pharmacy, 172 West 
End av a all right and a good 
ome. We sell a great many of the 5.cent 


F. *Wichelns, 192 Greenwich st. Iam sellinga 
gross of Ripans a week. There is a g 
profit on 5 cent_packages, but I do not try 
to sell a dozen. for there is not enough in it. 

Tarrant & Co., 278, 280 and 282 Greenwich st. 
and 100 Warren st. Iused to buy Ripans by 
the dozen, but have to buy_in gross lots 
now. = sell a gross a week of the 5-cent 

ackag 

m. Hauenstein, Amsterdam ave., cor. ‘8th 
st. We buy agross of Ripans at a timeand 
they go quick. A five-cent article seems to 
be the most popular seller of the day. 

J. A. Proben’s Prese viption Pharmacy, 295 
Amsterdam ave., cor. 74th st. Ripans sell 
well. The five-cent size a perfect success. 

L. A. Frasick, 81 Amsterdam ave., cor. 63d_st. 
Four months ago I hardly knew what Rip- 
ans was, but when they came out with that 
five-cent size I said then that their success 
was certain. We sell a lot of them now. 
Any one that sees that ad wants to try Rip- 
ans, and they will, for it is only five cents, 
and once they try them they continue to 
use them, for they are all right. 

Paul Langefeldt, 497 10th ave.. near 88th st. 
To tell vou the honest truth, iam not in fa- 
vor of Ripans, for it hurts the sale of cath- 
artic pills, as we only give six for five cents, 
but it can not be helped. You give ten for 
five cents, and people will have them. 

Ed. Legoll, 286 ith ave., between 26th and 2th 


59 
sts. Ripane: Tabales sell very well. The 5- 
cent — sells best 

Fred E. Roen & Co., 321 fth ave.. near 3ist st. 
Sell quite a good many 5 cent Ripans. 

Wanier & [mgard. 1322 Rrondway, bet. 34th 

and 35th sts. Ripans Tabules are selling 
splendidly here. Have had some difficulty 
with 5-cent and 1()-cent packages. There is 
less in the 10-cent bottles than in the 5 cent 
kind. This difference makes people think 
there are two qualities, they do not see so 
much difference in packing. 

Charles F. Hanson, 244 6th ave., next Green- 
wich Savings Bank. areas an excellent 
sale on the 5-cent Ripans 

C. O. Bigelow, 102 6th ave., opposite Jefferson 


Market. We are having a nice trade on 
Ripans. Have just bought a quantiey of 
the five-cent cartons and $1 size bottles. 


We sell all kinds, a great many of the fifty- 
cent boxes. 

The Ehrmann Drug Co.. 43 6th ave., near W: 
oS st. Ripans selling, i.e., the five cent 


Gebhard & Bell, cor. 8th ave. and Wth st. 
Ripans have reached us and selling well. 
The R. C. Co. were no doubt at sea for 
awhile in just what form to put out their 
Tabules, but they have no doubt accom- 
plished it. The five-cent cartons are a very 
popular article, and _ undoubtedly net 
them one hundred fo 

Schaaf Bros., 798 8th ave., bet. 48th and 49th 
sts. I am selling a good many Ripans. 
Ripans have hurt the sale of our cathartic 
pills. e only gave six for five cents, and 
they give ten Ripans for five cents. 

Frank A. Haessig, 784 Washington st., cor. 
Jane. Awe are selling Ripans. Ripans are 
all right—only I gave six pills for 5 cents 
gad ~ care gives ten, and people will buy 


ipan 

ar Prin le & Rhein, Lexington ave., cor. 

48th ipans omens well. Those five 
cent Soreous are sellers. 

The Tremont Pharmacy, 97 Lexington —e. " 
cor. 27th st. Ripans sell well. The five- 
cent size the best seller. 

P._ Hoykendorf, 636 Park ave., cor. 66th st. 
Ripans selling first rate. The 5 cent size 
goes best. They can get more for their 


money. 

L. Dillon, 1880 Lexington ave., cor. 117th st. 
How those little Ripans do Sell. Wesella 
lot of them. hen the price was made 5 
cents it began to sell. 

F. W. Foucar, 138 and 140 E. 86th st., cor. Lex- 
ington ave. Ripans are selling well. It was 
along while we did not sell many. That was 
before the 5-cent size came out. They sell 
all right now. 

Herm. Krehbiel, 
Ripuns are sellin 
the5 cent article 
ably well. 

F. W. L. Cunz, N. W. cor. 
st. Ripans selling well, 

good many of the five cent size. 

Jébneon Drug Co., 2225 8th ave.. cor. my st. 
We sell a lotof Ripans, both sizes. sell 
oom half a gross a week of the fivex cent 


Madison ave., cor. 87th st. 
well, Since you got out 
ipans have sold remark- 


ith ave. and 118th 
that is, we sella 


Reinhard Eschmann, 7559th ave., cor. 5ist st. 
Ripans Tabules are all right and sell well 
with us. No mistake about it, there is no 

trouble to sell a5-cent article that is well 
advertised. 

Louis P. Rupp, 178 9th ave., 8S. E. cor. 2ist st. 
Ripans allright. That 5- ‘cent Package is a 
seller. Our trade has increased wonder- 
fully on them of late. 

J. Wisnowski, 723 9th ave., near 49th st. 

Them little 5 cent size sell very well. 

The Kostka Pharmacy, 700 9th ave., cor. 48th 
st. We have a great demand for the five- 
cent size. 

Doherr’s Drug Store, 256 9th ave., bet. 25th 
and 26th sts. Ripans selling weil. That 
five cent size is a great seller. 

G. A. Cassebeer, 582 9th ave.. N. F. cor. 42d st. 
Sell a good many Ripans, the five-cer:: size. 

Balluff’s Pharmacy, cor. Columbus ave. and 
84th st. Ripans sell; sell both fifty-cent 
hoxes and five-cent kin 

Richsecker Bros., 375 Lenox ave,, cor. 129thst. 
Selling a good many of the five-cent size. 
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DEPARTMENT 


‘By Charles Austin Bates. 


Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- 


es or 


sy tor advertising. As mar 
ticism. 


here is no charge for it. 


many 
PRINTERS’ 


OF CRITICISM. 


ssible will receive full, honest, earnest 
NK * pays the freight.” 


as 
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Osuxosh, Wis., March 18, 1898. 
Mr. Charles Austin Bates: 

Dear Sir—Allow me to thank you for your 
kind words in last Printers’ Ink, and i don’t 
believe they did me any damage, as I amstill 
wearing my same old hat. Inclosed please 
find a few of my last ads, as you will see lL 
have avoided the only real objection you had 
to my former ads. If it wouldn’t be infring- 
ing too much on your good nature I would 
like to hear your opinion on a few questions 
that I feel sure would be a benefit to all who 
are interested in this word-grinding craft. 

First, would you advise the use of a few 
appropriate cuts, we will say about three in 
an ad of four columns half ? and don’t you 
think cuts are liable to make an ad more 
pretty than forcible? Next, would you ad- 
vise any one to continually use about the 
same display and same style of type until at 
last your ad would be recognized by the 
people without seeing your name? ion't 
you think it’s liable to lose its freshness and 
at last get stale in the eyes of the public? 
Next, do you think it policy to always have 
a heading? Doesn’t it seem to you as though 
we all thought it necessary to first preach a 
little sermon before getting down to our 
items ? How many people except competitors 
do you think ever read a heading? Don't 
you think it advisable to mix in such sen- 
tences as you would use in a heading among 
your items? Wouldn't they then stand more 
show of being read? Hardly daring to hope 
for such good luck as to hear on opinion 
on these questions, I remaiz, after thanking 
you again for favors already shown, re- 
spectfully yours, FRANK STEIN. 

240 Eighth St., Oshkosh, Wis. 

I certainly believe in the use of cuts 
in retail ads if they are good cuts and 
if they belong in the ad. There is no 
use of using cuts just for the sake of 
using cuts. If the cut has no signifi- 
cance in the ad then the only excuse 
for using it is to attract attention to 
the ad. 

If a cut is not illustrative of some 
item advertised, it must be pretty 
enough to attract favorable attention. 
It is generally possible to make an il- 
lustrative cut just about as attractive 
as one that is not illustrative 

If I had good cuts—appropriate cuts 
—I would put no limit on the number 
that I would use. That is something 
that will take care of itself and will 
settle itself on each occasion. | If there 
isn’t room to use a cut and tell your 
story also, tell the story and leave out 
the cut. If there is room for both, so 
much the better. 

I should certainly advise the use of 
the same style of display and the same 





style of type. If this is done intelli- 
gently it will save space. The ad set 
in characteristic type displays itself. 
If a distinct style of type and border 
be secured there is no reason for using 
large display type. The whole ad be- 
comes distinct—becomes a unit and 
therefore the whole space is prominent 
and not simply the one line that is set 
in black type 

Such advertising is not likely to lose 
its freshness, if it ever has any fresh- 
ness init. The interest and freshness 
of an ad do not depend on its typo- 
graphical display. -If you can teach 
people that you say interesting things 
in your ads, they will look for the ad 
all over the paper, and they’il read it 
if it is set in the solidest of solid non- 
pareil. Of course you have no right to 
set it in nonpareil ; you have no right 
to make people work hard to read even 
your most interesting productions, but 
it is what you say and how you say it 
that are most important. How the ad 
looks is the next consideration. How 
the ad looks is by no means the first 
thing to think about. First decide 
what your story is to be; second, how 
it is to be told ; third, what you are 
going to make it look like. 

All the reading matter of most pa- 
pers is set in about the same size type. 
The reader of the paper soon learns to 
find the items and articles that interest 
him. If these items or articles can be 
placed in the same spot on a certain 
page every day, so much the better. 
However, if their position is changed 
he will look for them because he wants 
to read what they say. 

The same thing is true of advertis- 
ing. If you make it interesting peo- 
ple will look for it. If you have a 
fixed position for it and set it in read- 
able type you will thus accommodate 
the reader, and you will probably gain 
more readers than you would in any 
other way. 

Most department store writers seem 
to think it is ‘‘ necessary to first preach 
a little sermon”’ before getting down 
to business. Most of this stuff is ut- 
terly worthless, wastes the space, and I 
doubt if even competitors read it. 
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There are only three people that are 
sure to read it—the advertisement 
writer, his employer and the proof- 
reader. It is certainly much more ef- 
fective to mix this talk right in with 
the items. 
* % 
* 
LeuicH VaALtey RaILroap. ) 
General om Department. | 
Cuas. Leg, 
General Passenger Agent. 
PHILADELPHIA, Pa., April 27, 1898. J 
Mr. Chas. Austin Bates : 

Dear Str—Taking a great deal of interest 
in your department of Printers’ Ink, and 
observing the fact that P. I. gives railroads, 
who probably - end more money in advertis- 
ing than any other industry or enterprise in 
the world, practically no mention at all, ex- 
cept an occasional burst that railroad adver- 
tising is rank, rotten, worthless and of no 
value whatever, I beg to hand you herewith 
some specimens of magazine a vertisements 
which we have prepared, in order to endeavor 
to demonstrate to you that the Lehigh Valley 
is an exception to the generai rule. 

We try to make our advertising more at- 
tractive than the general run of railroad ad- 
vertising, and if we are not successful in this 
direction, we would, of course, be pleased to 
have any criticism from such an experienced 
character as yourself, and to that end, we 
would be pleased to note that you have 
thought the matter sent you of sufficient im- 
portance to occupy space in Printers’ INK. 

Yours truly, Cuas. S. Les, 
General Passenger Agent. 

It may be that railroads spend more 
money in advertising than any other in- 
dustry in the world; certainly they 
spend a lot of it, and most of it 1s 
spent with very poor judgment. 

For years the railroads have been 
considered the first victims of the ad- 
vertising schemer. ‘Ihe schemer fre- 
quently figures that the entire cost of 
his publication will be paid for by the 
mileage books or trip tickets that he 
is able to get from passenger agents, 
and which represent just exactly so 
much cash at a scalper’s office. 

The district or local passenger agent 
is authorized to take ads in these 
schemes and to have tickets issued in 
exchange. Theoretically, this doesn’t 
cost the railroad anything. Actually, 
it costs the price of the ticket. 

I believe that it is safe to say that 
certainly one-third, and probably one- 
half of all the tickets issued by rail- 
roads in payment for advertising space 
find their way into the hands of the 
ticket scalpers, and are sold to people 
who otherwise would have to pay full 
fare in the regular way. 

As long as railroad advertising is, to 
avery large extent, done by the local 
passenger agent there can be no hope 
that it will be very well done, for how- 
ever smart a railroad man the passen- 
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ger agent may be, he is pretty sure to 
know just about nothing at all of ad- 
vertising. There is no reason why he 
should know, or why he should be ex- 
pected to know it. It isn’t his busi- 
ness, and he has probably never before 
in his life had to think of it for a minute. 

I believe that most railroad adver- 
tising in local papers entails a waste of 
effort and money. If the railroads 
would confine themselves to the pub- 
lication of a time table and reading 
notices announcing excursions or other 
important events, they would be very 
much ahead. The newspaper publish- 
er would be just as wel! satisfied, and 
he also would probably be money 
ahead. Unless the publisher sells his 
railroad tickets he would undoubtedly 
be better off without them. The pos- 
session of a free ticket will frequently 
lead a publisher to take a trip to his 
nearest large town, waste a day and 
spend more or less money when he 
ought to be attending to business at 
home. 

Some of the magazine advertising 
done by the great railroads is quite at- 
tractive. The best is probably that 
which is done by the New York Cen- 
tral. At any rate, that is the adver- 
tising that I notice most often. 
Whether the advertisements are in 
more publications than the ads of other 
railroads I am, of course, not in a 
position to determine. 

These advertisements which Mr. 
Lee sends me have really nothing about 
them to even entitle them to criticism. 
If anything they are a little bit worse 
than the general run of railroad adver- 
ing in magazines. 

For instance, the following ad has in 
it six display lines, all set in about the 
same size type, so that no one of them 
sticks out, and so that the entire ad is 
inconspicuous and in no way striking. 


The Practical Side 


of penne the side that appeals to the man 
who pays the bills, is the question of 

Kase, Comfort and Punctuality 
with which a journey can be made. 

These important requisites, coupled with 
pleasant surroundings, meals en route on the 
popular a la carte ‘plan, and modern safe- 
guards for the averting of danger, abound in 
utmost exuberance on the 

Lehigh Valley Railroad. 

No Other Route offers so many fn- 
ducements to the traveler between New York 
and Philadelphia and Buffalo, Niagara Falls 
and Chicago. 

Send four —. in stamps for descriptive 
matter to CHAS. S. LEE, General Passenger 
Agent, New York, 
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This may be said of the display of 
all of the ads. Some of these quarter 
page magazine ads have as many as 
nine or ten display lines. Not more 
than one or two of them have display 
lines set in type larger than eighteen 

int. A quarter page magazine ad 
without an illustration should surely 
have one display line set in at least 
thirty point, or thirty-six point, or even 
if in forty-eight point, so much the 
better. 

The wording of these Lenigh Valley 
ads is just the ordinary old-fashioned 
railroad ad wording. They claim 
everything in the way of convenience, 
comfort, speed and luxury for their 
road, and rather insinuate that no 
other road has any of these things. 

The one ad in the entire lot which 
seems to say something, and say it 
pretty well, is this one: 


The Sincerest Flattery 
is imitation, so ’tis said. 

Since the inauguration of the popular _ 
tem of meals en route on the a la carte plan 
by the 
LEHIGH VALLEY RAILROAD 


the first road to adopt this method, where 
you pay only for what is ordered, and the 
dining car is attached to the train during the 
entire journey. The service has met with 
such flattering approval from the traveling 
public that several other roads have consid- 
ered the advisability of superseding the old 
table d’hote cars with a la carte diners. 

TO THE VICTOR BELONG 

TUE SPOILS. 

Therefore the Lehigh Valley should cer- 
tainly receive full credit for this marked im- 
provement in supplying passengers with 
meals or refreshments of the kind they want, 
just when they want them and in such quan- 
tity of variety as best suits the various con- 
ditions of mankind. 

Literature, descriptive of this service, 
mailed on receipt of four cents in stamps, by 
Cuas. S. Leg, General Passenger Agent, 
New York. 








What is said here could be said in 
about half the number of words and 
display could be employed that would 
make the ad stick right out of a page 
so that it would be sure to be seen. 

This third ad, headed ‘‘Rod and 
Reel,’’ could also be made very attract- 
ive, but there is too much display in it. 
In this case there is perhaps hardly 
enough talk, and certainly not the right 
kind of talk. 

The first paragraph is trite and un- 
interesting. The first statement in it 
is superfluous. What’s the use of wast- 
ing good magazine space saying that 
‘*Rod and Reel contribute their full 
share of enjoyment to the lover of fish 


and the art of angling”? Of course 
the rod and’ reel contribute their full 
share to the art of angling. Where on 
earth would the art of angling be with- 
out them? Why not be content to 
head this ad in two lines of type just 
as large as it is possible to get in, with 
the words ‘‘ Good Fishing’’? Let that 
be the only display in the whole ad. 
This would surely attract any man who 
is likely to spend the time and money 
necessary to take a trip on the Lehigh 
Valley road for the sake of finding 
‘* good fishing.”’ 


Rod and Reel 


Contribute their full share of enjoyment 
to the lover of fish and the art of angling. 
Some of the best fishing to be found any- 
where, and in great variety, is to be had 
along the line of the Lehigh Valley Railroad. 
All interested in outdoor sports should send 
four cents in stamps for copy of 
‘* Hunting and Fishing on the 

Lehigh Valley,’ 
a profusely illustrated booklet containing” 
much interesting and valuable information 
for the sportsman. Address Chas. S. Lee, 
General Passenger Agent, New York. 








I am sorry that I can’t find anything 
complimentary to say about these ads, 
because Mr. Lee seems to have the 
proper feeling of respect for the ‘‘ Lit- 
tle Schoolmaster.’”’ The trouble with 
Mr. Lee’s advertising is that he tries 
to do two things. He should not ex- 
pect to be so good a railroad man as 
he is and to be, at the same time, an 
expert advertiser. The man who can 
successfully run the passenger depart- 
ment of a great railroad has enough 
for one man todo. Advertising is not 
a part of his business. He had better 
leave that to the men whom grim fate 
has forced into the advertising business 
when they would much rather run 
railroads, 

* * 

The prettiest country paper I know 
of is the //eradd, of Columbia, Missou- 
ri, and I don’t believe they own a line 
of display type except French Old 
Style. The result is that every ad in 
the paper is clean and crisp and looks 
readable. 

The idea that display is impossible 
without display type is a mistake. 
There is nothing that so easily defeats 
the object of display as the inordinate 
use of display type. One good strong 
line at the beginning of an ad, and a 
line half as big for the signature, is 
about all that is really necessary. 
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IF YOURE IN --- YOU KNOW... 
IF YOU COME IN - - YOU WILL KNOW 


That Our Advertisers Get Results 
ARE YOU IN? 


Boyces 


600,000 COPIES WEEKLY. 


$1.60 per agate line. 


BOYCE'S MONTHLY .. 


500,000 COPIES MONTHLY 


$1.60 per agate line. 











Our papers are chock full of advertisements, 
because they give results. 

They give results because we have the circula- 
tion—the right kind and plenty of it. And the 
rates are low and we allow you to cancel your 
ad if it doesn’t pay; and we want you to do it if 
it doesn’t pay. Then you'll come back again. The 
next ad will no doubt pay. 

THE HUSTLER, W. D. BOYCE CO., 


A bright monthly, 
sent free to any one Boyce Building, Chicago. 


who asks for it. 
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The New York Journal 


is now printing 


1,220,618 
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All Free Copies, Exchanges, 
Samples and Waste Deducted. 


The Largest Circulation of any Newspaper 
in the World. 


ADVERTISE IN 


The New York Journal. 









